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VOICE orf THE TRADE 


ONE and one make eleven in the 
taxmakers’ book of economy, but 
along come some funny little tokens 
to indicate payment of sales taxes. 
From Denver, Colo., we received 
a sales tax token in the form of an 
inch square piece of aluminum with 
a hole in the center and printed: 








“Sales tax token issued by the Colo- 
rado State Treasury—one-fifth of a 
cent sales tax token.” 


In another mail some milk bottle - 


caps printed: “One-tenth of a cent 
for sales tax purposes.” 

No wonder the cost of tax collec- 
tion is as high as it is. It costs nine- 
teen cents to collect and service 
every dollar that goes into the tax 
till. 

Professor William Anderson, in 
his recent study of the units of gov- 
ernment in the United States, gives 
the following figures: 

“Counties es 

Incorporated Places lie aur 

Towns and Townships 

School Districts 
Other Units 


3,053 
16,366 
20,262 


States 


Governments with power to 


Raise Revenue 175.417” 


HUGH BULLOCK of the Tyer 
Rubber Company, Andover, Mass., 
says: 

“The sale of a large quantity of 
rubber footwear is missed by many 
dealers through not pushing the sale 
of gaiters or what not from Septem- 
ber on with the sale of leather foot- 
wear. In other words, pre-season 
sales at which time there are no ad- 
vertised cut prices and there is not 
too much sales resistance as the 
great majority of leather shoe pur- 
chasers recognize the fact that they 
will soon need this protection and 
in most instances will vield to sales- 


manship of this kind.” 


* * * 


‘A. E. SIMMONS, president of M. 


L. Parker Co., Davenport, Iowa, 


~ THIS PAYS THE 
v)— MORTGAGE 


Ne . A; re 
oxen. 


“Present conditions indicate that 
business in the Fall of 1935 will be 
greater in volume than that of a 
year ago. This prediction is based 
primarily on the assurance of a 
splendid farm crop at fairly good 
prices, a most important factor in 
business outlook for this locality. 

“Business generally should react 
favorably to the stimulus of the 
definitely improved farm situation. 
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The effect of the increased farm in- 
come will be felt in all branches of 
industry. In addition to this, the 
removal of the artificial restrictions 
upon production imposed by the 
NRA will undoubtedly prove a 
stimulating influence to business 


this Fall.” 





ANTHONY H. GEUTING of Phil: 
adelphia says: 

“We shall always have competi- 
tion. We will never be without it. 
It would be a sad world if competi- 
tion ceased to exist. It is through 
competition that the mind concen- 
trates and develops what I often call 
a sixth sense. This holds true in 
sports, in cards, in games of all 
kinds, and certainly it is true in busi- 
ness. 

“This alone will explain the rea- 
son why some people make a won- 
derful success in the various careers 
and specialties. Anyone who has a 
good message of service and devel- 
ops that one thing to the sixth-sense 
degree is bound to be successful. 

“But this does not answer the 
problem of what we might call a 
broad prosperity. 

“Government, in a sense, must in- 
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spire and must tend toward taking 
care of all the people. In primitive 
times the giant was allowed to 
slaughter the feeble and those less 
strong, but in modern business we 
cannot allow the giant in business to 
destroy that which isn’t quite as ef- 
ficient. 

“It is well that we have leaders to 
set the pace, but civilization, never- 
theless, must care for all. 1 am not 
unappreciative of efficiency, of good 
sound leadership, but I am also in- 
terested in the problem of taking 
care of all people to the degree of 
their desserts. 

“No one in a rich country like this 
should suffer starvation, lack of 
shelter or clothing. Everyone should 
be entitled to a job, so that he might 
exchange whatever talent he might 
have to produce the result indi- 
cated.” 

* * * 


WittiaMm KAUFMANN, Sommer 
& Kaufmann, San Francisco, says: 

“One of the main troubles with 
the shoe business is that merchan- 
dise has no value in the buyer’s 
mind after a few weeks. Ours is a 
hard business in which to make 
money. This is due in large mea- 
sure to too many sales of seasonable 
shoes before the selling season really 
gets under way. One of the most im- 
portant actions we must take is to 
agree not to sell merchandise at re- 
duced prices before we get a chance 
to sell this same merchandise at 
regular prices.” 








Max BRAUER and Fred Wagner 
of Brauer Bros. Shoe Company of 
St. Louis and Joe, Archie and Kivie 
Kaplan of the Colonial Tanning 
Company of Boston went deep-sea 
fishing in September. They spent the 
day sword-fishing off No Man’s 
Land which is 50 miles off New Bed- 
ford. They went out in a 35-foot 
boat and had the exciting experience 
of running into a large shark weigh- 
ing approximately 300 pounds and 
ten or twelve feet long. They worked 
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—Big Business in America is big. 

—The automotive industry is a 
young industry, comparatively 
speaking, but over 950 automo- 
bile manufacturing concerns have 
attempted to make the grade in 
the short period of 35 years. 

—Yet today "the big three''—Gen- 
eral Motors, Ford and Chrysler— 
make over 90°, of all our pas- 
senger cars. 

—tThe last word in mass production 
and mass distribution efficiency! 


ye 


President 





for a couple of hours trying to trap 
the shark but were unsuccessful. 

Later on in the afternoon they ran 
into a school of horse mackerel 
which were flying in and out of the 
water at intervals and which led 
them a merry chase. They were evi- 
dently too smart for the boys as they 
couldn’t land any of them. 

They picked up approximately 
thirty small fish, but were not suc- 
cessful in landing one of the big” 
ones, which is unusual in a fish 


story. 
* * * 


SIZE complications. Another ver- 
sion of size complications is offered 
by the last makers who are trying 
to find out how it is that some 
shoes are running over size, and 
others are of the short-measured 
sort. It’s all more or less of a 
confusion. However, the new ver- 
sion is that the makers of novelty 
shoes fit them short, like the fit of 
short vamped shoes—the toes 
touching the boxes; while the mak- 
ers of health shoes fit them long, 
allowing liberally for the extension 
or the free parking space between 
the toes of the foot and the box of 
the shoe. So the makers of novelties 
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run to short-measured sizes, while 
the makers of health shoes run to 
extra measurements; and this ex- 
plains one phase of the complica- 


tions of sizes. 
* * * 


FELIX VORENBERG, president of 
The Gilchrist Company of Boston, 
Mass., says: 

“We anticipate higher retail sales 
in our community this Fall, and 
would estimate the increase at ap- 
proximately 15 per cent. Higher 
payrolls and Federal project ex- 
penditures are responsible for this 
expectation. Similar reasons lead 
us to believe that retail sales will 
show an increase throughout the 
country during this period. We look 
forward to increased consumer de- 
mand for higher quality merchan- 
dise, particularly in household 
goods, which will be aided through 
Federal Housing Administration 
financing.” 


* * % 


SoOcIAL SECURITY 
There was an old woman 

Who lived in a slipper; 
She locked up her house 

Just by pulling a zipper! 


“T vow on my sole” 
She declared to her auntie, 
“No person on earth 
Shall have strings on my shanty!” 
By J. Edw. Tufft. 


A FouR LETTER 
WORD 
MEANING 








"THERE are a lot of names for 
footwear,” began the observant shoe 
clerk, as he put down the crossword 
puzzle. “Just listen to this list that 
I found in the book of synonyms. 
It says the synonyms for shoe are: 

“ ‘Boot, bootee, half boot, bot- 


‘ tine, bootikin, buskin, cothurnus, 


sock, solleret, startup, clodhopper, 
clog, chaussure, balmoral, sandal, 
sabot, pump, brogan, brodekin, 
chopine, chopin, galosh, golosh, 
pattern, oxford, tie, blucher, crakow, 
brogue, moccasin, stogy, stoga, 
leathers and ferrules,’ 
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“There are some names in that 
list that I never heard of before,” 
continued the clerk. “And there 
are also a few that aren’t on the 
list, such as ‘flats, slacks, kicks, 
dogs, trotters,’ and I could prob- 
ably think up.some others if it 
wasn’t so hot. 

“All that I’m trying to tell you 
is that there are a lot of words to 
put into the lexicon as well as to 
add to the vocabulary of shoe 
clerks and shoemakers too.” 


* * * 


F. B. MASTERSON, treasurer of 
the Hub Shoe Company of Boston, 
Mass., and president of the National 
Association of Shoe Wholesalers, is 
getting organized for the Boston Citi- 
zens’ Annual Appeal in behalf of 
the Salvation Army. Mr. Masterson 
has been closely identified with this 
activity for three years, and last 
year was elected a member of the 
Boston Advisory Board of The Sal- 
vation Army. He has charge of the 
Boston group of shoe and leather 
men, including manufacturers, 
wholesalers, retailers, tanners, 
leather merchants and hide brokers. 
In addition, he finds time to super- 
vise the appeal activities among 
members of the fur and dress indus- 
tries. Within a week Mr. Masterson 
will name his committee, consist- 
ing of leaders in the shoe and 
leather industry in Boston. 


*% * * 


H AND-BOARDED to order. One 
detail in the way of styling up 
leather for shoes is to have samples 
of leather boarded to order. The 
shoemaker chooses a leather and 
tells how he would like to have it 
boarded; and a boarder boards it 
by hand while the shoemaker looks 
on. Leather may be boarded eight 
ways. The shoe man gets the 
boarded grain that he wants and 
then makes up sample shoes of it. 
If the new grain is approved by the 
buyers, then leather is made up in 
quantities in the tanneries and 
boarded to the design as approved. 


* * * 


SHOE wholesalers once were large- 
scale traders. For instance, Mitchell 
& Bryant, of Boston, shoe whole- 
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salers, traded shoes for sugar with 
Cuba.. Sent the sugar to Russia 
and there traded it for calfskins. 
They had the calfskins tanned into 
leather for shoes. They started in 
1824, and are reputed to have been 
the first wholesale firm in Boston 
market. Seth Bryant, junior mem- 
ber, was active up to 1891. He 
lived to be nearly 100, and he re- 
called talking with soldiers of the 
Revolutionary War. His firm sup- 
plied shoes for the Civil War and 
he saw the amazing development 
of modern shoemaking. 


* * * 


W. R. LORD, advertising manager 
of Converse Rubber Company, Mal- 
den, Mass., says: 

“Rubber footwear is an emer- 
gency and necessity item and is 
usually purchased during a storm, 
and only a small proportion of sales 
are made prior to bad weather. Most 
of the early sales cover misses’ and 
children’s footwear. 
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“In view of this fact, it is logical 
to assume that a person should be 
willing to pay a fair retail price, 
and, therefore, dealers could just as 
readily secure a fair profit because 
of the above-mentioned facts and 
not slash prices unnecessarily. 

“If the majority of retailers would 
realize this situation and had the 
courage to back it up by maintain- 
ing prices, we have every reason to 
believe that the rubber footwear end 
of their business would once again 
be looked upon with favor.” 


* * 


* 

DIME Heels. The W. T. Grant 
stores are selling heels at a dime 
each—20 cents a pair—the heels be- 
ing of wood, all finished and in- 
cluding top lift. Also a plate to 
set into the heel seat of the shoes 
and screws for driving through the 
plate into the heels—as they may be 
fitted to shoes after the worn heels 
are removed. It’s a “heel-shoes- 
at-home” idea. 


BETTER 
APYERTISING 


FORE!! 











S HOE retailing made a heroic come-back during 1934, 
with the majority of stores swinging back into the 
profit column, according to a report just issued by 
Dun & Bradstreet. 

Comparing the figures in this survey with those 
issued by the National Shoe Retailers Association for 
1932 (there are no 1933 figures), the following high- 
lights appear: 

1. Three-fourths of the stores made a profit in 1934, 
as against only one-fourth in 1932. 

2. The profit for all stores averaged 4 per cent, com- 
pared with a 4.2 per cent loss in 1932. 

3. Expenses came down from 34.9 per cent in 1932 
to 31.3 per cent in 1934. The main factor in the ex- 
pense reduction was rent, which went down 1.7 per 
cent. Advertising was lowered one per cent and mis- 
cellaneous, .6 per cent. 

4. Gross margin rose from 30.7 per cent to 34.2 per 
cent. 

5. Stock turn, based on closing inventories, remained 
at the low figure of 1.7 times per year, the same as for 
1932. 

6. As to profits, the smaller volume stores made a 
better showing than the larger ones. 

7. In the population groups, the small town stores 
showed up fully as well as the large city operators. 

8. The average profit showing was distributed rather 
evenly over the whole country. Expenses and margins 
were slightly under average in the South and slightly 
over average in the West, but the difference was not 
especially large. 

The Dun & Bradstreet report explains that “Each 
figure shown is an individually derived average. No 
attempt is made to adjust the averages to each other 
nor to show them in the form of a composite income 
statement.” Consequently the profit figures do not 
necessarily equal the gross margin minus the expenses. 

Furthermore, the Dun & Bradstreet report shows 
no figures for the 515 stores as a whole. Instead, it 
groups separately in every schedule (a) the stores 
reporting a profit and (b) the stores reporting a loss. 

The figures, therefore, in Tables 2, 3, 4 and 5 are our 
own compilation. Each figure there is an average for 
all stores of its group, both profitable and unprofitable. 
It is obtained by “weighting” the two separate Dun & 
Bradstreet averages. Consequently these figures are 
not as accurate as if they had been computed direct from 





*- 
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Il CAN 86 DONE 





By 
MURRAY C. FRENCH 


the original individual reports. So we do not ask 
Dun & Bradstreet to assume responsibility for Tables 
2, 3, 4 and 5. 

Now for the details. The report covers 515 shoes 
stores having a volume of $16,222,664 in 1934. The 
average sales for each store was approximately $31,000. 
The 387 stores which made a profit (75.24 per cent 
of all the stores) averaged a $30,000 volume, while 
the 128 losing stores averaged about $35,500. 

The average profit for the 387 profitable stores 
was 7.94 per cent a very creditable figure espe- 
cially when we consider that half of these stores 
must have realized even a greater profit. Their 
average gross margin was 36.51 per cent, with 
expenses at 29.91 per cent. 

This leads to the prediction that in 1935 the 
average shoe store will be able to keep its ex- 
penses down to 30 per cent, while the more prof- 
itable stores will be well under that figure, with 
margin at least 35 per cent—after taking all de- 
preciation, of course. 

The stores which reported a loss for 1934 had ex- 
penses of 34.81 per cent, gross margin of 28.11 per 
cent and an average loss of 6.05 per cent on their 
sales, a pretty sizable loss, by the way. 

Comparing the expense detail of the profit group 


_ with that of the loss group we find more than two per 


cent difference in the proprietors’ salaries, doubtless 
partially as a result of the policy some merchants have 
of taking a higher-than-average salary to reduce the 
profit showing. 

Only a .74 per cent difference is found in rents. And 
on advertising the profitable stores spent 1.84 per ceni 
while the losing stores spent 2.07 per cent. Compare 
these figures with the general average of 2.9 per cent 
for 1932. It is no secret that last year many shoe dealer- 
found their advertising simply would not “pull ’em 
in,” so they hedged there rather sharply. A marked 
increase in advertising lineage is expected this Fall. 

The profitable stores showed a much better control 
of the small miscellaneous expenses, always a tricky 
item in every store. 

It is significant to note that the total pay roll per- 
centage showed practically no change from 1932 to 
1934. Yet in the department store field the Harvard 
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nan Table | shows the Composite Averages of all contributing concerns in each division 
‘the averages by Sates Volume, Federal Reserve Districts and Population Croups. 
formulas 


rn wot Mok () Ss fae 1s shown on percentage of Net Sales. Each overhead subdivision rato 1s shows 


Se lake 00 renees oom They are not applicable to the final group average figures 

‘The sum of the averages of Cross Profit and Cost of Goods Sold ‘rarety equals exactly 100 per cent and the sum of the averages of the sub- 

dwisors of overhead + net often exactly equal to the average of Total Overhead Expense Each figure shown i an ind dually derwed average 

No attempt is made to adjust the averages to each other nor to show them in the form of a composite come account 
é ‘Copyright, 1935. by Dun & Bradstreet, Inc 
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TABLE | 


Summary of the results of 
survey conducted by the Re- 
tail and Statistical Division of 
Dun & Bradstreet, Inc., in 
which 1934 operating aver- 
ages of 515 shoe stores were 
analyzed. 





Tables 2 to 6, as referred to 
in this article, will be found 
on pages 36 and 38. 








Shoe Retailing showed a profit in 1934 according to the Dun & 
Bradstreet survey of 515 retail shoe stores, as analyzed by Mr. French 


reports show a decided reduction in pay roll during 
those two years. 

Incidentally, department stores showed a net gain 
of 2.6 per cent in 1934, according to the Harvard sur- 
vey, while Dun & Bradstreet credit them with a 3.2 per 
cent profit. Both these figures are less favorable than 
the 4 per cent profit showed by shoe stores. Table 6 
shows the 1934 profit of shoe departments in depart- 
ment stores as reported by the National Retail Dry 
Goods Association. They did not fare as well as the 
exclusive shoe stores. 

Please remember the Dun & Bradstreet 1934 re- 
port is not strictly comparable with the N.S.R.A. 1932 
report. The two sets of figures are handled so differ- 
ently. Even the N.S.R.A. figures have been “adjusted” 
to make them more nearly comparable with this 1934 
report. (This was done by making “freight and ex- 
press” and “discount” a part of the “cost of goods 
sold,” as it will appear in next year’s N.S.R.A. survey.) 
Table 3 shows what a distinctly better showing was 


made by the small volume stores over those with large 
volume. In fact, the six stores with volume over $250,- 
000 averaged a net loss of .4 per cent, all other groups 
making a profit. 

You will notice there are 131 stores with sales less 
than $10,000. It is really questionable if a good many 
of these should be listed as shoe stores at all. Prob- 
ably most of them are basically repair shops which 
handle a few shoes. The lowest volume group has 
nothing whatever listed as proprietors’ salaries. Thus 
they show a profit which does not exist, and this re- 
sults in a distortion of the “total” figures for “all 
stores.” 

One of the most efficient groups is that with volume 
from $50,000 to $100,000, where 90 per cent of the 
stores showed a profit, the average for the group being 
4.3 per cent. 

Turning now to the population groups, Table 4, we 
see all making a profit except the 14 stores reporting 

[TURN TO PAGE 36, PLEASE} 

































INVERTED TRIANGLE 


“Whenever the silhouette fits into 
inverted triangle, our skirt line 


In this case the upper part of 
houette takes on importance; 
hats dominate the face." 


SELDOM have I been more enthusiastic about the 
possibilities of a subject than I am about shoes for 
Palm Beach and Spring, and about New York as their 
creative center. I think you will all agree with me 
when I say that the New York shoe industry has made 
greater creative strides in the past five to seven years 
than any other branch of women’s wearing apparel in 
New York. Just about seven years ago you remember, 
fashion began to come out of the opera pump coma and 
show interest in the trimmed shoes. The New York 
shoe industry took a deep breath and started out to do a 
job and you most assuredly have done it. 

While our coat, suit, dress and millinery industries 
willingly and gladly accord Paris the distinction of 
being the center of creative talent, our shoe industry 
has been obliged, for three very definite reasons, to 
look very often to New York talent for its best efforts. 
These are the three reasons: 


1. The definite difference between the French and 
American foot which has necessitated entirely different 











comes straight, our waistline may or 
may not be indicated and shoulder 
line or shoulder width is exaggerated. 








The Eternal Triangle 


How Shoes Change from High Pattern 


the 
be- 


sil- 
and 


Photo by Ira Hill 


RUTH E. WALTZ 


lasts from the French shoe and a resulting modification 
of the design of French shoes. 
2. The mechanical difficulties and the time element 


EFFECT OF SILHOUETTE ON NECKLINE 








1920 25 1930 35 
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Of FASHION 


to Low by Dress Influence 


A Significant Study of Style Trends 
By RUTH E. WALTZ 
at Style Conference 


Waldorf-Astoria Hotel, Sept. 10, 1935 


in reproducing Paris designs after they reach America 
has made it necessary for the New York shoe designer 
to have his own complete line ready before he sees a 
new Paris design. While a dress, coat or hat can be 
reproduced in two or three days, it takes a shoe man 
weeks to put himself in a position to make a new de- 
sign in any quantity. 

Fundamentally, this inability on the part of the shoe 
designer to depend on Paris for his basic line has 
brought forth a creative American genius that we may 
never have known had conditions been otherwise. The ~ 
square toed shoe had its origin right here in New York. 
The sandal has been developed by American talent into 
a wearable shoe for day and evening, and was promoted 
extensively here before Paris accepted it in its present 
status. 

3. The third reason also due to the length of time it 
takes to manufacture a shoe is that the shoe industry 
as a whole is always the first in the women’s wear field 
to bring out its fashions for the coming season. You, 
for instance, are showing your Palm Beach and Spring 
designs before most dress and coat designers have cut 
a pattern. You do an incredibly accurate job at making 
shoes to complete costumes you have never seen and 
will not see for many weeks to come. And let me say 
here that more and more ready to wear designers are 
watching these shoe conferences every year. 

[TURN TO PAGE 32B, PLEASE | 
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TRIANGLE STANDING ON ITS BASE 


"Whenever we are influenced by the triangle standing 

on its base, skirts flare at the bottom and waistlines 

are indicated, and our hats are definitely small and do 
not in any way dominate our faces." 


The most thorough study of style to date 
by any speaker at the Styles Conferences 
was given by Miss Ruth E. Waltz. Here is 


something of her fashion background: 


She was associated with Amos Parrish and 
when he sold the business to the Standard 
Merchandising Research Bureau, she went 
with Standard as editor of the "Breath of 
the Avenue." She is fashion director of the 
Affiliated Buying Corporation of New York, 
and stylist and copy writer for Russek's, 
Fifth Avenue.—Editor's Note. 


Charts copyright by Ruth FE. Waltz 











EFFECT OF SKIRTLINE ON SHOES 
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POPULAR TYPES, VARIOUS GRADES, DRESS. 
FIELD, SPORTS, JODHPUR, HUNTING AND 
OPERA BOOTS 


by JOHN REILLY 


ee BBOOTS AND SADDLES”—boots and_ profits, 
loots and prestige, a reputation for smartness and for 
that which is correct; these are some of the results 
that accrue to shoe stores maintaining a locally ac- 
cepted riding boot department. Retailers, manufac- 
turers and custom boot makers, by unanimous report. 
confirm an improved riding boot market. Some claim 
the market is better by 30 per cent, and it is a com- 
plete range improvement too. In the $5.00 grades 
they are selling more boots, while there has been a 
generally increasing mark-up and ever mounting 
sales in the quality brackets. 

Obviously as money becomes freer and business 
conditions improve, more and more money is going 
into this type of merchandise but in no sense does 
this alone account for the stimulation we are sensing. 
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Certain real tangible factors are influencing this busi- 
ness. In the quality lines, the increasing number of - 
hunt clubs and horse shows, and the generally im- 
proved riding conditions are creating a brisk demand 
for high grade merchandise 

There is a new fad—backyard polo. real polo 
played on a smaller sized field, calling for but one or 
two ponies and no expense of saddlery or gear. This 





sport is becoming increasingly popular particularly 
through the west and southwest. The inexpensive 
grades are having their stimulus too. In the more 
popular price lines, several other factors account for 
the stimulation. 





In novelty boots and in very inexpensive riding 
boots there has been widespread demand from high- 
school boys and girls, who are wearing boots as every- 





a day shoes. This phase is important too since it does 
; not confine itself to real cheap lines but, depending 
Z on the pocketbook of the purchaser, is felt all the way 





from the $15.00 grades down to the cheapest boot. 








[TURN TO PAGE 32D. PLEASE | 
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| More Prosperity ... Smarter Styles .. . 


Improved Fitting ... Backyard Polo... 
Better In-Stock Service .. . Brighten Up 
the Boot Picture 
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How can the advertising manager of a large store that 
handles ready-to-wear as well as shoes tie the two up in 
advertising to increase shoe volume? Being first a 
shoe store, and now having three floors of shoes, we 
always look out for shoes in our advertising program, 
and have always bent special effort to shoe advertising. 

The suave, smooth way to greater shoe sales from 
day to day is “ensemble ads,” using the correct shoe 
with each dress, suit or coat illustrated. Regardless 
of whether we actually use copy on the shoes shown 
with the dress—though ordinarily we do use copy with 
price in each instance—we have instructed our fashion 
artist, Mrs. Harriet Grandstaff, not to use shoes from 
her imagination, but from stock with each costume. 
This creates the idea in the customer mind that there 
is a proper and different shoe for each of our cos- 
tumes, and results in her buying a greater number of 
pairs of shoes. 

In selecting shoes for each ensemble, we pay a great 


Volk's always makes the most 
of “occasions,” stressing the 
shoes with dresses idea, for it 
is on special occasions that 
women are most receptive to 
the thought of the ensemble. 
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Feature “1 ne ENSEMBLE’ 


deal of attention to surface interest in fabrics and 
leathers. With smooth dress fabrics, we tie-up smooth 
surface shoes. With rough tweeds in suits or coats, 
we illustrate shoes with rough surface leathers. For 
instance, during our store-wide college promotion in 
August, we stressed dark red, Dubonnet or dark green 
alligator shoes for smart wear with our gray or beige 
tweeds in ensemble advertisements. If a girl selects 
a gray tweed suit, we will recommend, in our adver- 
tising, a deep wine alligator shoe style with a deep: wine 
alligator belt and a deep wine felt hat. This type of 
advertising has a better opportunity for increasing 
sales this Fall than in many a moon because of the 
interest in colored shoes. We do not expect a volume 
business, nor are we buying stock for one, in colored 
shoes, but we do believe it an important fashion to 
promote for prestige, especially for the college girl who 
helps sets the real fashion pace first. 

Still another trend which will make it important to 
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By 
Laura Lee Lilly 


Advertising Manager, 
Volk Bros., Dallas, Texas 


The subtle approach that brings the 
attention of the reader unconsciously 
to the item of first consideration, the 
shoe. How a store that handles 
“ready-to-wear” as well as shoes ties 
the two up in effective retail 
advertising with fashion appeal 


tie in shoes with dresses this Fall (and which can 
always be done at minimum cost) is the dressmaker 
trend in shoes—dressmaker details that ally each pair 
of shoes more definitely with an individual dress. We 
have shoes with French knot stitching, with small but- 
tons, with draped leathers for ornamentation, with wide 
straps that give the appearance of belts, with backs 
yoked even as the backs of men’s coats, and with slit 
leathers. Even the sports shoes have new lacings which 
will bear even closer treatment with sports clothes than 
the popular shawl tongue. 

There is talk, too, of the influence of Italian art of 
the Renaissance on fashions this Fall. This, again, will 
offer a bigger opportunity to tie dress fashions and shoe 
fashions together with a color theme. Here is a chance 
for every shoe advertising manager to put over the 
thought of more shoes rather than the same shoes for 
a variety of costumes. Even if the shoe store does not 
carry dresses, it is very often advisable to sketch the 
proper dress for the shoe. This dress can be sketched 
in lightly and small for atmosphere, but can effectively 
establish the shoe for a certain costume. 

Illustrations are of major importance in advertising 
shoes, we have found at Volk’s. Consequently, we feel 
justified in spending a good deal of money for art. 
We have learned the value of eye appeal first, and copy 
last. 

At Volk’s, we always make the most of “occasions” 
for stressing shoes-with-dresses in advertisements. It 
is on special occasions that women are most simply 
approached on the thought of an entire ensemble—as 
Easter; horseshows; roof or dance place openings: 
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in SHOE ADVERTISING 
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Laura Lee Lilly 


travel time—an idea that can also be worked in with 
college promotions as a going-away ensemble adver- 
tisement, etc. 

In other of our ensemble advertisements, especially 
at the beginning of a new season, as in August, we 
undertake the more ambitious step of an advertisement 
suggesting and ensembling an entire wardrobe, and 
using the correct shoes. 

If the store is large, it is necessary several times 
during each season to stress the scope of the stock. An 
idea we have used and which Mr. Harold Volk found 
particularly pleasing from a sales standpoint included 
seventeen shoes which typified our shoe fashions at 


$8.50 on the entire second floor. This advertisement 


gave a general picture at one price, every shoe an 
exceptional shoe at the price. Another advertisement 
type we use is a general survey of the entire price range 
[TURN TO PAGE 42, PLEASE] 
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To Build a Common-sSense 


America 


THE “breathing-spell” that comes with the President’s 
announcement to that effect, the closing of Congress 
and the smouldering political fires gives to American 
business and American life a short respite so that nor- 
mal and regular economics can go to work in the 
development of wages, goods and purchasing power. 
The breathing spell will not be for long for the inevit- 
able consequences of the process of repairing the rav- 
ages of depression are the proposals for government to 
quickly do the rebuilding rather than for time, patience, 
work and commion sense fo re-create prosperity again. 

For that reason it is a matter of far-reaching econo- 
mic interest, as well as political interest, for the country 
to learn again some of the fundamental truths ‘that 
make for progress. We may be slow in America to 
change our political institutions but we certainly are 
not slow in changing machinery, production and the 
type of goods in human use. 

Our people are so tied up with the work interest that 
this is obvious to any thinker. We actually live stronger 
business lives than we do social lives because our desire 
for accomplishment is so much greater than our desire 
for leisure and the arts of social living. So, in making 
progress toward a better day, we are necessarily mak- 
ing it more slowly because of the habit-stream of our 
lives and thinking. 

We are not on the crest of a wave of prosperity. We 
are far from the purchasing power of 1929. Recently 
we obtained a very good index of where we stand in 
relation to 1929. It is the rate of turn-over of the dol- 
lar, as measured by the average number of times all 
dollars go out of the bank and in again in the course of 
trade. In 1929, the rate of turn-over of the dollar was 
forty-five. Perhaps this figure is abnormally high but 
it shows that the dollar was pretty busily turning over 
and that there was tremendous purchasing power in 
everything—in goods, securities and services. 

While today, as good as we feel about pros- 
pects, the actual truth is that the dollar is only 
turning over eighteen times a year. Maybe we 
ought to put an optimistic touch to that statement 


By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


by saying tk.i if things look as good as they do 
with an eigh. en-times turn-over, prosperity will 
be a regular St. Vitus dance with twice that rate 
of turn-over. Let’s hope for the best. 

The American public “has come of age.” It wants 
to know, not only the purpose of legislation but the 
possible consequences of legislation. Every man in 
business has a responsibility to give the people he con- 
tacts a knowledge of economic affairs for in the next 
political year there will be a regular cloudburst of 
opinions on public and governmental affairs. 

We think the simple, common-sense measuring stick 
of the turn-over dollar, as translated by merchants and 
business men in terms of purchasing power, standards 
of living, betterment of life—are of much more im- 
portance than political preachments. The merchant 
must make his mark on public opinion or else—taxa- 
tion without limit. We give figures elsewhere in this 
book indicating that there are 175,417 units of govern- 
ment in the United States having the power to raise 
revenues by means of local, state and national taxation. 
Unchecked, the tax burden will smother all business. 


We would like to see more merchants in politi- 
cal life, if for no other reason than they under- 
stand turn-over, purchasing power, standards of 
living and those simple elements that go into 
every-day existence. A few less professors, law- 
yers, economists and men who venture “only in 
words” and a few more men of experience—men 
who venture their money in trade and business 
men who put their heads and hands into the 
making of goods, pay envelopes and profits. 

These are the new leaders we need in common- 
sense America, and it is not a matter of party 
nor of partisan politics. It is the whole truth, 
not the half, we want. It is the way we build, not 
a house of fears, but a land of opportunity. 
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Names help sales. 

The shoe business has found that out. 
Originally, shoes were sold with nameless 
heel. Now, alert shoe men equip their 
shoes with Goodyear heels because it helps 
sell more shoes. 


Two names are better than one. And 


THE GREATEST NAME 


Goodyear is the greatest name in rubber. 
You now have five styles to choose from 
—a style for every class of shoe and every 
taste of the customer. 


Two good names plus five styles of heels 
to choose from — there’s a selling tip for 
you. 


WINGFOOT HEELS *” SOLES 


When writing advertisers please mention Boot and Shoe Recorder 
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MORE PEOPLE WALK ON GOODYEAR WINGFOOT HEELS THAN ON ANY OTHER KIND 
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Om To 
CHICAGO! 


Starting the New Year with 
Cooperative Showmanship 


T IME MARCHES ON—and how swiftly. When I 
learned that your Styles Conference was almost pre- 
cisely four months ahead of the National Shoe Fair 
dates—Jan. 6, 7, 8, and 9—I expressed the opinion 
to Chairman Wall of the National Shoe Fair that this 
was the time and place for starting the campaign for 
attendance. 

Mr. Wall said: “You are the promotion manager—- 
let’s see you promote!” 

So here I am, doing a bit of promoting—by emoting! 

To the best of my ability I want to convey to you the 
enthusiasm of the Joint Committee of the National Shoe 

Retailers Association and the National Boot and Shoe 
Manufacturers Association. It has planned a unified 
show for the opening of 1936. It is a fine tribute to 
the committee of ten—that a spirit of harmony has 
been developed in this national function of holding a 
great market fair to open a new year’s business. 

Fairs are traditional in the shoe industry and go 
back nearly 400 years to the old guilds and crafts, 
as an expression of pride in production and as a market- 
-ing function . . . so you might say that the instinct 
of showmanship is deeply imbedded in shoes and shoe- 
men. , 

There are three dates on the calendar that have profit 
significance: 

1. The Shoe Style Conference—Sept. 9 and 10—in 
New York. 

2. The National Shoe Fair—Jan. 6, 7, 8, 9, 1936— 
in Chicago. 

3. Early Easter—April 12—in every shoe store in 
America. 

You are planning the new styles of 1936 . . . 
the Joint Committee is planning the new Shoe Show of 
1936, so that every merchant everywhere can show the 
new shoes of 1936. 

The committee hopes to make the Fair a presentation 
of the best arts in shoemaking, in shoe promotion and 
every man who 


and 


shoe store sale and service 
wishes to show his wares and his plan of selling, can 
contact the merchants who find it a necessary part of 
their busy life to attend these gatherings to get the 
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From an Address by 
ARTHUR D. ANDERSON, JR. 
Promotion Manager, National Shoe Fair, 


at the N.S.R.A. Styles Conference 


refreshment of new ideas, new franchises, new shoes. 
and new philosophies of public service. May I give 


you the names of the Committee of Ten? 


Murray D. Fine 
Harry E. Fontius 
Leo Goodkind 
Edwin C. Hahn 
George B. Hess 
L. E. Langston 
Herbert N. Lape 
Howard S. Smith 
James E. Wall 
Charles E. Williams 
I am happy to report that 304 display rooms have 
been reserved to date by manufacturers representin: 
every type and price of shoe and every shoe section 
of the country. And this is only the beginning. We 
expect to fill over 600 sample rooms and to have 
national attendance of 10,000 shoe retailers. The head: 
quarters hotel-is the Palmer House and every other 
important Chicago hotel is cooperating to take care 
of the biggest merchant show in America . . . fo! 
shoes and accessories represent a billion dollars an- 
nually in retail store sales. 
I extend to you on behalf of the committee, and 
[TURN TO PAGE 42, PLEASF | 
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THE ,LOGGER 
by Winthrop 


ADVANCE SALES ASSURE A BIG SEASON FOR 
The “‘Logger”’ 


Originated by Winthrop stylists and stocked exclusively by 
Winthrop, the “Logger” shown at right is winning the en- 
thusiastic approval of shoe buyers throughout the nation. 
Tough as a lumberjack, yet soft, pliable, 
flexible and a splendid fitter. 
Get acquainted with Winthrop quality, Winthrop 
style and Winthrop service through the “Logger” 
or the other smart models shown here. 


IN-STOCK 
















































Downs Last 


86260 Brown Monk Calf... $3.85 
A7-Il B 614-12 C 6-12 D 6-I1 
LEATHER HEEL 








Club Last 


66670 Black Aqua Calf .. $3.85 
76670 Brown Aqua Calf . $3.85 
(Two Full Soles — Full Leather Lined) 
88860 Brown Monk Calf (Downs Last and 


eee ee $3.85 
A 7-11 B 6-12 C 6-12 D 6-Il 
LE 
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WINTHROP SHOE Co. 


Dias Lud cs | DIVISION of INTERNATIONAL SHOE CO. 
ee 4) 1509 WASHINGTON. AVE. 
r 88460 Genuine Black 


Cordovan... $3.85 | S T. L O u 1s, M O. 
88470 Genuine Wine Cordovan... $3.85 “oe 
X y/ 


A 7-12 B 6-12 C 5-12 D 6-12 
LEATHER HEEL 


















Catalog of In-Stock Styles Upon Request 
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ONCE-A-MONTH 
TURNOVER 
KEY TO 
SUCCESSFUL 
HOSIERY 
SELLING 


i HOE stores, as a rule, find their hosiery sections 
among the most profitable departments in the house. 
The investment is not heavy. while the net profits and 


prestige possibilities are most attractive. 

Another angle is that there is no one item in a shoe 
store which causes so much store traffic as a live hosiery 
department. Women are practically always in the 








BOOT AND SHOE RECORDER, September 21, 1935 





One of the best known hosiery women on the Pacific Coast is Miss Lydia 
Schulz, who contributes this article. She operates the hosiery department 


in the Knight Shoe Store, Portland 


market for a pair or two of stockings, so if a shoe store 
always has something new and attractively displayed, 
store trafhc may be materially stepped up. Shoe stores 
need a good traffic builder, so the smart operators are 
turning more and more to hosiery as the best and most 
profitable means. 

Right here it must be stated that price is not the 
determining factor in bringing a woman into a shoe 
store to buy hosiery. Style is the number one motive. 
with features following close behind. Price is really a 
minor attraction getter for day-in-and-day-out selling. 

A hosiery stock should turn at least once a month. 
That is, if a store is selling $1,200 a month at retail. 
it should not have over $1,200 worth of merchandise 
at retail. This can be done just as well during the slow 
selling months of January, February, July and August. 
as in the busy seasons. It is just a case of planning 
the stock to meet the known conditions, in precisely 
the same way a shoe stock is planned. Turnover is 
fully as important in a hosiery stock as it is in shoes, 
and much easier to attain. There are not the size 
hazards in hosiery to contend with. Then, too, all 
sources of supply have good in-stock departments. 

There are four hosiery seasons with us here in Port- 
land, beginnng in August, October, February and June. 
It is a good plan to work into each season easily, but 
with a clean low stock. In August we go into the Fall 
colors gradually, not too heavy on the deep shades. 
After September we begin to build up the deeper 
shades with the peak in October. Then buying is keyed 
with the thought of the Christmas season peak. 

During the immediate Christmas selling season, it 
is well to ease out of the dark shades, swinging more 
into the neutral colors, so that one’s stock will not be 
out of line for the January business. January and 
February are clean-up times, with the latter part of 
February seeing many advanced Spring shades mak- 
ing their appearance. In June there is always a ten- 
dency for the sunny tones, keeping away from the real 
pale shades. 

It is always good merchandising to play the new 
things first and not play them too long. It is seldom 
novelties last over a few months, oftentimes much less. 
If a novelty lasts longer than that, it can always be 

[TURN TO PAGE 50, PLEASE] 


By Lydia Schulz 


Hosiery Buyer 
Knight Shoe Store, Portland, Oregon 
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Because 







fur trimmed is the smartest and 
most profitable rubber. footwear 
this season — and Cambridge al- f pn 
if ways leads in style and profit. caameeses SHU 














Beeaus e—Cambridge introduced fur-trimmed 
’ gaiters in the United States—publicized and popu- 
larized them— is most experienced in styling and 
making them. ’ 


And because—Cambridge has the largest, 
most diversified line of basic and novelty styles for 
your selection — many of them exclusive and 
patented. 


See this outstanding and complete line of profit- 
able, smart, originally-styled rubber footwear before 
placing your orders! Cambridge leads again in 
saleability and profits for dealer. 





nsclbligbeitaaes ice 


‘rite or wire 


CAMBRIDGE RUBBER COMPANY 
CAMBRIDGE, MASS. 


125 DUANE ST. 600 ATLANTIC AVE., BOSTON 317 W. MONROE ST. 
NEW YORK BROADWAY AND PRINCE STS., ST. PAUL CHICAGO 


Manufacturers and distributers of a complete line of oo weight and heavy duty rubber footwear—light 
weight rubbers and gaiters—work rubbers, pacs and boots. 

















This is one of a series of advertisements emphasizing the better sales and bigger profits realized with Cambridge rubber footwear. 
(Originators of Fur-Trimmed rubber footwear in U. S. A.—Raynties.) 
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——_ = THE “Premier Step-In”. This shoe has an artful 
design of two-tone stripping, and its saucy bow is very swank. The heel 
is 17/8 Continental and the leather Evans 101 Brown Kid. 


ES TE ay, \ 
AN arresting five-eyelet oxford with attractive 





design made up of pin-point perforations. It has a 17/8 Continental heel. 
The leather is Ruby (Black) Kid. 





"Why dolI use it..? 


because it adds beauty and value to our shoes” 


So says Mr. Salvage, President of the Louis H. Salvage Shoe Co., Manchester, N. H. 


Tn the Salvage line, as in many others, Evans Kid is preferred because it adds 
such a definite factor of beauty and value. 

There’s a fine, flawless quality to Evans Leathers which keeps the shoes smart and 
attractive an incredible length of time. Even the deepest creases never show light 
overtones, for the color penetrates clear through, evenly and permanently. Its rich 
mellowness and thoroughly dependable quality make it the choice of successful 


manufacturers — and retail merchants, too. 


Tannage of JOHN R. EVANS & COMPANY, Camden, New Jersey 


C was bid ee 


DEFINITE SALES INFLUENCE 
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An unusually interesting Fall men's shoe window, built around the complete wardrobe idea, from the Florsheim store 


at Madison Avenue and 43rd Street, New York 


Design Fall Windows to Sell 


S HOE windows this Fall are unusually smart, clever 
and attractive. Keen merchants, sensing in the outlook 
for better business, an opportunity to increase sales 
through renewed promotional effort, have not over- 
looked the fact that the interesting merchandise dis- 
plays form a fundamental part of every successful 
publicity program. Display men are striving for effects 
that are novel and different, and the results of their 


MORE SHOES 


efforts are apparent in a great number of distinctive 
shoe windows, featuring both men’s and women’s fool- 
wear. 

This week we illustrate a number of very interesting 
displays, all of them devoted to the showing of this 


A new version of Autumn leaf decorative theme, used as a background for a 
smart shoe window by L. Bamberger & Co., Newark, N. J. 





With Better Times in Pros- 
pect, Customers Can Be 
Tempted to Buy Those Rid- 
ing Boots, Golf Shoes or 





“Extra” Pairs They've Done 
Without So Long—Show 
These Profit-Making Spe- 
Shoe 


cialties in Smart 





Windows 
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7. 


77, 
FULL STOCK 
300T 


QUICK SERVICE 
HOUSE } 


— Mens and’ Womens 
RIDING 
HUNTING BOO 


Our Floor Stock represents every type of 
Boot including Riding Boots, Field Boots, Jodh- 
pur Boots, Cowboy Boots and our own 
designed Service Boots. All these types of Boots 
carried in stock for Men, Women, Boys and 
Girls and in the greatest range of prices offered 

by any Boot House. Every boot in our line is 

manufactured in our own factory, devoted ex- 

i clusively to the making of boots by skilled 
workmen, made more so by working contin- 
uously 52 weeks of the year on only 
KIRKENDALL BOOTS. 

















CATALOGUED and priced for distribution through 
dealers only. Illustrated catalog and factory list 
prices will be mailed promptly to Shoe Merchants on 
request. 
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This Fall shoe window by McCreery, New York, exemplifies an attractive arrangement that shows the shoes to 
admirable advantage. 


season’s merchandise. If you are a men’s shoe mer- 
chant, you will be specially interested in the window 
from the Florsheim store at Madison Avenue and 43rd 
Street, New York, a display that was designed and 
built around the shoe wardrobe idea, featuring sea- 
sonable footwear for just about every conceivable pur- 
pose and occasion. Here is a window meant to appeal 
to the type of man who has a real pride in appear- 
ance and who aims, whatever he does, to dress the 
part. The painting that hangs in the background con- 
veys the impression of a complete wardrobe, with vari- 
ous clothes, hats and different pairs of shoes to serve 
every need. The wardrobe trunk at the right reinforces 
the same idea. 

Observe how neatly this window display serves to 
stress the importance of riding boots in the shoe ward- 
robe for early Fall. Elsewhere in this issue we pub- 
lish an article on riding boots, illustrating and describ- 
ing a number of the season’s newest style develop- 
ments, and we selected this window for illustration, 
partly because of the way in which it serves to sug- 
gest their promotional possibilities. In other words, 
if you want to’sell more riding boots, don’t miss an 
opportunity to get over to your customers the thought 
that they have a really important place in the shoe 
line-up of every well-dressed man. 

Obviously you can’t expect to sell riding boots or 
jodphurs to the man who never rides. But many a man 
who enjoys a brisk canter on a frosty October morning 
owns just one pair of boots that have served his pur- 
pose since pre-depression days. It’s part of your job 
to show that man, through window displays and adver- 
tising,.that riding boots also have their new points of 
style and, for appearance sake, if nothing else, should 
be replaced from time to time. There ought to be a 


lot of men in every considerable community who are 
just about due this Fall for another pair of boots to 
replace, or at least to supplement, that pair that has 
done duty for so long. 

The man who designed this interesting window dis- 
play also gave thought to possibility of selling lots of 
men extra pairs of golf shoes to carry them through 
the Fall months, a time of year when the game appeals 
most strongly to many of its devotees, and when the 
season’s rains will often have put the course in a con- 
dition that calls for stout shoes to protect the wearer's 
feet from wet and dampness. Every shoe store should 
do something to sell this extra pair of golf shoes be- 
tween now and Winter, for the experience of many 2 
retailer who has launched a promotion of this sort, 
say in early October, proves abundantly that the pos- 
sibilities exist. 

[TURN TO PAGE 42, PLEASE | 


First Fall shoe window used this season by The Aug. W. Smith 
Co. of Spartanburg, S. C 
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CUSTOM-MADE FOOTWEAR 


by 


TO RETAIL AT *16.50 AND UP 





The Laird, Schober custom-order, 
bench-turned shoe is made entirely 
by one man. It is COMPLETELY 
HAND-MADE—being lasted, sewed 
and bottom-finished by the same 
shoemaker. In short, it is a shoe 


which its makers are proud to offer 





PANCHO 


as the very embodiment of the Laird, 
Classic buckle strap 


with crimped vamp Schober tradition of excellence. 


LAIRD, SCHOBER & CO., PHILADELPHIA 








a 
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Look for the famous trademark 
crest on every Laird, Schober shoe 
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The Eternal Triangle of Fashion 


We are undoubtedly entering into one 
of the most prolific shoe and accessory 
seasons we have known in many years. 
They have never been more important 
because they have every sound and 
logical reason to make them so. Acces- 
sories today are a forethought and not 
an afterthought. Many smart women 
are building their costumes around a 
careful grouping of bag, belt and shoes 
for instance, rather than the accessories 
around the costume. It is the same 
principle used by the interior decorator 
who builds a room around a lovely 
painting. Here is an important promo- 
tional theme for every shoe man and 
one which has infinite possibilities. It 
brings out the necessity of showing 
ready to wear or at least ready to wear 
fabrics with shoes. 


Why Accessories Are Important 


Let us analyze the reasons for the 
important place accessories hold in the 
Spring picture since every successful 
fashion is based on definite and trace- 
able fashion facts. 

Let us look at the silhouette. It is 
always the basis and the ground work 
of the mode. Right now we are in a 
period of transition between the broad 
shouldered, straight skirted silhouette 
and the sloping shouldered fuller 
skirted silhouette. 

We find that whenever we are in a 
period of transition between silhouettes, 
accessories take on an added impor- 
tance. They are the means the mode 
takes to cover up and camouflage def- 
inite changes going on in its basic 
structure. 

Let us review those points that are 
contributing to accessory eminence. 
They are of the three phases which we 
must consider at the beginning of every 
season—F abric—Color—Silhouette. One 
of these in every season always stands 
out above the other two. Spring will 
be a color season and color means acces- 
sory importance. 


1. Of the three we find that the sil- 
houette moves most slowly. In 
other words, a silhouette will stay 
with us and show less change for 
a number of years. 

2. Fabric moves slightly faster than 
silhouette. With the exception of 
the staple fabrics, new types of 
fabrics usually stay with us for 
about three seasons or less. 

3. Color moves the fastest of the 
three—sometimes staying with us 
only a season—as in the case of 
novelty colors, or two or three 
even four seasons, as in the case 
of the staple colors, such as the 
browns and navy blues. 


Of the three, SILHOUETTE, we be- 
lieve forms one of the most interesting 
studies and right now it is changing 
and affecting the shoe situation. We 
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are going to show you a few basic 
principles governing the _ silhouette 
which we have deduced in the process 
of research. Going back over the sil- 
houettes of the past 25 years, we have 
found that they all fit either into a 
triangle standing on its base, or an 
inverted triangle. This is how it works. 

Whenever we are influenced by the 
triangle standing on its base, skirts 
flare at the bottom and waistlines are 
indicated, and our hats are definitely 
small and do not in any way dominate 
our faces. The face dominates the hat, 
as in the case of the off-the-face hat of 
1929, 1930 and the early part of 1931. 
Our interest is always centered about 
the widest part of the triangle and in 
this triangle that interest would be the 
skirt. 

When the silhouette fits into the in- 
verted triangle, we find that our skirt 
line becomes straight, our waistline 
may or may not be indicated, and 
shoulder line or shoulder width is ex- 
aggerated. In this case, as you can 
see by the wide part of the triangle, the 
upper part of the silhouette takes on 
importance and we have bodice interest, 
shoulder interest and hats which dom- 
inate the face by coming down over the 
forehead or by rising high as to crown 
or trimming or in the summer season 
by being wide brimmed. 

We have found by experience that 
we stay longer in the inverted triangle 
standing on its base, probably because 
the natural shape of the human body 
fits best into this triangle. 


In Period of Transition 


Right now we are in a period of 
transition between the two triangles. 
We still have both flared and straight 
skirts, but more flared. Our shoulders 
are no longer broad but sloping. We 
are beginning to see more design inter- 
est in the skirt than we have seen in 
many years in the form of draperies, 
seamings, pleatings, etc. 

Now let us review the silhouette for 
Spring 1936. It is extremely diverse as 
always happens in a period of transi- 
tion. It is interesting to note that when 
there is a change from a short to a long 
skirt the change seems more drastic to 
the average woman than it does from 
the long to a short skirt. Therefore, the 
period of 1929 when we changed from 
a short to a long skirt appeared more 
sudden than this present change from a 
long to a shorter skirt. 

Right now our rising in front hem- 
line in the evening has been one of the 
surest signs of a gradually rising hem- 
line for both day and evening. 

Other definite indications that the 
skirt line is rising are the slit skirt, the 
tunic and the prominence of the three- 
quarter length swagger coat. All of 
these very definitely get women used to 
visualizing a shorter line. This is ex- 
tremely important. , 


In a like manner our skeleton oxfords 
—high cut but cut out are getting wo- 
men used to the lower shoe line. 

Necklines transition 

Now, let us go back to the silhouette 
for Spring 1936. It is a silhouette with 
a new feeling. A silhouette of 

Movement— 
Motion— 
Action— 


but the movement is studied and rhyth- 
mic. It carries with it poise and 
dignity. It has a statuesque feeling 
about it inspired by the Grecian period. 

You can see that it is even hard to 
put it down on paper. In fact there is 
so much movement and motion in this 
silhouette that our commercial photog- 
raphers are now taking what they call 
action pictures of new fashions showing 
the mannikin in motion instead of 
posed in the conventional manner. It 
means shoes for motion and for com- 
fort. Heels that are lower. 

A silhouette of movement and motion 
is always one of: 


Freedom 

Comfort 

Fluidity 

It is Keen 
Alive 
Stimulating 


IT DEMANDS COLOR ESPECIALLY IN 
SHOES AND AccEssorIgs! ! ! 


There is a natural frankness and 
grace about our new silhouette which 
you haven’t had in many years. 

Confined within the ACTION picture 
which is our new silhouette for Spring 
1936, there occurs just as much of a 
moving drama as we have in the actual 
outlines of the silhouette itself. 

It must have a focal point in order 
to be right. This focal point is 
achieved much as an artist achieves a 
focal point in painting a picture. It 
can be in the form of a color contrast; 
a bright bag and matching shoes; a row 
of buttons; a dramatic trimming detail; 
it must present 
A complete and well rounded picture 
No longer is the all one color costume 
interesting, because the all one color 
costume, without an accent of any kind 
presents no focal points, and it is not 
accented. It is dramatic. It is dead, 
and not in the mood or the mode of 
1936. 

In this silhouette we have two schools 
of thought. We can be 

1. School girlish and softly tailored 

2. Picturesque and romantic 
At any rate we go about it in a frank 
manner. If we wish to be alluring and 
charming, we frankly wear halo hats, 
Grecian draperies and madonna veils. 
If we wish to be school girlish and 
softly tailored we wear jersey dresses 
with Peter Pan collars and plea‘ed 

[TURN TO PAGE 32p, PLEASE] 
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Why Kistler BENCH BRAND Sole Leather 
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gives 100% of good wear P 


Because the tanning process is carried far enough to 
permit thorough penetration of the hide substance, from the 
grain side to the flesh side, leaving in-between-fibres of the 
hide heavily encased in tanning, the resulting BENCH BRAND 
sole leather gives 100% of good wear. Moreover, BENCH BRAND 
sole leather is the choice part of the side just as a tenderloin 
steak is a choice part of the critter. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


would wear well were the flesh side given the place the grain 
side takes when attached to the shoe. Commercially this is not 
practical. The public has been educated to expect fine appearing 
soles and the naturally beautiful grain side of BENCH BRAND 
sole leather aids bottom finishers in their work. It is obviously 
to your advantage to sell men’s shoes bottomed with this 
uniformly fine sole leather. Don’t pay the penalty of poor sole 
leather. 


LER 
eather \ompany 


FOUNDED - 1840 
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The Eternal Triangle of Fashion 


[CONTINUED FROM PAGE 32B] 


skirts; classic felt hats; Balmaccan 
Coats; and flat heeled schoolgirl shoes. 

The whole feeling behind this Action 
Picture that is our silhouette has 
caused women to stand up straighter 
than they have been in many years, and 
has unconsciously brought about a de- 
mand for 

Lower heels 
Because high heels are not 
conducive to a straight posture. 

There are certain influences which 
will very definitely have a bearing on 
the Palm Beach and Spring mode and 
it is to these that we are going to look 
for our promotional impetus in shoe 
selling. 

They are— 

First—the musical comedy influence, 
and let us not confuse this with the 
theatrical influence. By musical comedy 
we mean simple but dramatic clothes 
with some very definite focal point of 
interest. As we all know our better 
musical comedies have been dressed in 
unusually good taste and excellent 
fashion. However, in order to point up 
these clothes on the stage it has been 
necessary to add some dramatic accent 
and it is that dramatic accent usually 
achieved by color in the accessories that 
we are using today in our own cos- 
tumes. This means, of course, colorful 
shoes in the new coppers, ox-bloods, 


rusts and blues that have been so 
beautifully worked out by shoe de- 
signers. 


The military theme, which will con- 
tinue from the braiding point of view, 
might also be called a musical comedy 
influence because the military theme is 
of the musical comedy stage and not of 
our actual military forces. 

Second—The Grecian infiuence in the 
form of draperies and lovely flowing 
lines will undoubtedly continue espe- 
cially in our more formal afternoon and 
evening clothes. This, of course, gives 
the shoe industry a wide field in which 
to design sandals of great grace and 
beauty. 


The third influence is the Oriental. 
This also takes the form of drapery 
and trouser skirts for evening. Under 
this influence we have a very new shoe 
in the form of a soft unlined fabric 
shoe, almost heelless, that fits the foot 
like a glove. This is something abso- 
lutely new in the shoe world and it can 
only be a matter of opinion as to just 
how far it will go. 

Fourth—The Classic influence bring- 
ing to the fore Classic types in operas, 
oxfords and strap shoes. In fact the 
high fashion trend is towards utter 
simplicity in these Classic types. Under 
this Classic influence comes the school 
girl influence which is interpreted in 
dresses in the Peter Pan collared, 
pleated skirt, two piece dress which is 
already beginning to be seen in volume 
numbers. Also the Classic felt hat, 
Balmaccan coat, rugged tweeds, etc. 
All these mean simple low heeled school 
girl type of shoes, very often with welt 
soles. 

You can see by these four influences 
that they include an extremely diverse 
type of shoes. It means that every 
smart woman must, of necessity, have 
many different types of shoes in her 
wardrobe. It means that we must edu- 
cate the general public towards wear- 
ing welt soled, low heeled calf shoes 
with their tweeds; turned soles in kids 
and fabrics with their afternoon and 
evening clothes. Frankly, I do not 
think promotional people have done 
enough in educating the average cus- 
tomer on the difference between welt 
and turned soles and the fact that both 
should be contained in every wardrobe. 
It is this type of promotional education 
that is going to sell more shoes. 

Furthermore, we have not exploited 
enough the idea that the proper group- 
ing of accessories can completely 
change the character of a simple dress. 
This is not a new idea, we admit, but 
it is a good idea and a selling idea, and 
yet it has not been promoted to the full- 
est extent. 





Saddle Call for Riding Boots 


[CONTINUED FROM PAGE 19] 


While we illustrate only men’s boots, 
this important return of popularity 
definitely extends to the women’s lines 
also. Types generally accepted in the 
complete range of riding boots are: 

The English dress boot and the pop- 
ular dress boot. These boots come form- 
fitted in various heights, weights and 
leathers. English field boots, field sport 
and service boots are particularly im- 
portant at this time. Many of the 
manufacturers have enlarged their 
services to supply a demand for service 
boots at very popular prices. 

Jodphurs are increasingly important 


from the style viewpoint and are quite 
satisfactory and not difficult to handle. 
New developments include lace types 
as well as the more conventional strap 
types in accepted models. The reversed 
calf Jodhpur, laced, is a high style de- 
velopment. Fortnum and Mason show 
a jodphur with a hard toe especially 
developed for street wear with town 
clothes. The pants leg hide the uppers 
and make an ideal stormy weather 
street shoe. 

The opera boot, in various heights, 
styling and detailing is in vogue in the 
far west, as well for the Dude 
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Ranch as with the high school trade. 

Boots of a quality equal or better 
than the shoes you are selling should 
be stocked. Boots are prestige mer- 
chandise and a well-fitted boot can be a 
great builder of good-will. An inferior 
boot, poorly-fitted and sold in a quality 
shop, will serve as a constant source 
of irritation to both customer and re- 
tailer. A proper selection of riding 
accessories, spurs, spur straps, riding 
boot trees, crops, gloves, boot-jacks and 
saddle soaps will do much to sell boots 
and give a well-ordered department th« 
necessary casual touch to attract the 
sporting, “horsey” element. One store 
goes as far in the matter of service, as 
to see that the customer’s riding boot: 
are kept well-cleaned and polished dur- 
ing the life of the boot. Customer: 
return the boots to the boot department 
which maintains a competent boot ma: 
who cleans, polishes and trees the boot 
before they are returned to the cus 
tomer’s closet. 

Do not overlook the possibility of dis 
play that a boot department affords. 
An attractive set-up such as the on 
shown in the large illustration sug- 
gested by Fortnum & Mason, Madiso: 
Avenue, New York, will do much to 
help both boot and shoe sales. The at- 
mosphere merchandise shown include: 
a whip, shooting seat, and Harris twee: 
riding coat all from that shop. 

Apparently the better grade busines; 
will center around $20.00 retail price. 
Extremely expensive boots and custom- 
made boots made to measure are propo- 
sitions only for stores where the traffic 
will bear this extreme price and call for 
the services of a competent boot man. 

In both quality and _ inexpensive 
grades the importance of a good in-stock 
service cannot be too carefully stressed. 
The following size ranges are available 
in most good in-stock departments: 

Ladies: 


A Widths 4 to 8 
B Widths 3 to 8 
C-D Widths 2% to 8 
In AA’s or closer  fits—specia! 
order 
Men’s: 
B Widths 7 to 11 
C Widths 6 to 11 
D Widths 5 to 11 
All other widths special order 
Boy’s: 
C-D Widths 2% to 7 
Youths’: 
D Widths 12% to 2 


A smart. adequate stock in a re- 
tailer’s store can usually be quickly 
replenished from these in-stock depart- 
ments or special boots may be ordered 
from the customer’s own measurements. 
The facility of: having an in-stock de- 
partment to fall back on is the only 
safe way for a real small store to carry 
riding boots. When a store is an all- 
footwear type of store, it must be ready 
to render a service of riding boots to 
its customers. 

Boots must be carefully fitted and 
presented to the customer, the corre:t 
way being to present the boot to fovt, 

[TURN TO PAGE 38, PLEASE] 
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Treadeasy 


SCIENTIFIC FOOTWEAR 


8 FASHIONABLE WOMEN 
TO RETAIL AT 


96352 


AND UP 
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SMARTNESS IN SUEDE 


by Lr, 


Do women like Treadeasy Shoes ? 


Sales tell the story .. .Treadeasy sales in the metro- 
politan area have increased 80 % with the Fall 
Season. 

Why do women like Treadeasy Shoes ? 


Because comfort in a shoe is not enough ... nor 
style. But comfort plus style offers a combination 
that is irrresistible to the average consumer. 
Treadeasy Shoes are famous as “Scientific Foot- 
wear for Fashionable Women”. Our Fall Line is 
especially appealing..... the popular suede in a 
wide variety of distinctive. scientifically correct 
models..... all IN-STOCK and immediately avail- 
able through our quick delivery service. 
Treadeasy Shoes are marching ahead to a splen- 
did selling season...let them set a new pace for you! 









REG.U.S. PAT. OF F. 





















IN-STOCK 


The CATO 
No. 2073—Black Suede .....0.-ccsscecsseccees $3.90 
Calf Trim with Patent Lacing 
Grey Silk Stitching 
AAAA 6-9, AAA 5-9, AA 4%-9, A4-9, B3%-9 
Last 98 Heel 16/8 Continental Wood 


The CINDERELLA 
No. 2069—Black Suede Vamp .......-.++s0+4- $3.90 
Black Patent Quarter and Straps 
Gr Tey Silk Stitching 
AAAA 6-9, AAA 5-9, AA 1%: 9, A4-9, B3%-9 
Last 598 Heel 1914/8 Louis Peg 
(Without Saddle) 






















The RIALTO 
No. 8028—Brown Suede ...........eeeeeeeeees $3.90 
Brown Patent Tongue and Heel 
Fawn Silk Stitching 
Nai S06G——- BING BUN csc cccsesesccadneedesens $3.90 
Black Patent Tongue and Heel 







Grey Silk Stitching 
Skah 04. B06 TF, Se S20, & 6-0. 
3%6-9, C3%-9 
Last 98 Heel 16/8 Louis Wood 


The CLARICE 
NG SURG — te GOR once cccsvccseesccensecis $4.35 
Black eee | Tip, Lace Stay and Stripping 
Grey Silk yr or ey 
AAAA 6-9, AAA 5-9, AA 4} A 4-9, B3%-9 
Last 98 Heel 15 if/8 {continent al Wood 

























The CHALLIE 
NO. FOTS—BimcK Suede occ cceccciccssecseccccss $4.50 
Patent Kid Lace Stay and Stripping 
No. 7079—Black Dull Kid.......ccccccccccceee $4.50 
Patent Kid Yare Stay and Stripping 
AAAA 6-9, AAA 5 AA 4%-9, A 4-9, B 3%-9 
Last 98 Heel 16/8 Continental Wood 









The VOGUE 

No. 2070—Black Suede and Dull Kid.......... $4.50 

No. 8031—Brown Suede «nd Kid. ............. $4.50 
SaaS ee, AAA 5-9, AA4%-9, A4-9, B3%-9 

Last 598 Heel 19%4/8 Louis Peg 
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Heard at Headquarters 


Higher Shoe Prices Seen as Possibility 
in View of Strong Leather Market 


Hive and leather prices are higher, as 
these pages go to press, than they were in 
July, which was the highest point since 
the beginning of this year—and everything 
points to a rather strong leather market, 
which means stabilization and _ possibly 
higher shoe prices. 
al x * 


The question was asked during the Style 
Conference—“*Why do so many keen men 
in the shoe business do business on a 
destructive basis?” 

Another remark we heard was: “The 
manufacturers and retailers of shoes dur- 
ing the past few years have been adopting, 
more and more, the merchandising tactics 
of the needle industry—and there are some 
who believe that within a very short time 
they will be as much alike as two peas 
in a pod.” 

It is also believed by many that the 
time is not far off when retailers will be 
able to get shoes made up and delivered 
within ten days. It is pointed out that 
new shoe manufacturing processes that 
have come into common usage within the 
past several years, together with greater 
technical knowledge that many new men 
are bringing into the industry, are the 
main factors, if this should come to pass, 
that will eventually assure the retail dealer 
a new fast service. 

This, of course, will increase turnover 
and give the retailer an opportunity of 
making a just profit on his investment. 

oa a a 


For a Profit 
Promote Shoe Selling—Not Shoe Sales. 


*- * *# 


The joint convention of the National 
Boot and Shoe Manufacturers Association 
and the National Shoe Retailers Associa- 
tion, to be held in Chicago on January 6, 
7, 8 and 9, 1936, as the “National Shoe 
Fair,” is practically a sellout—as already 
over 325 exhibits have been arranged for, 
according to Arthur D. Anderson, Jr., in 
charge of the event. 

In view of this, it is suggested that any 
prospective exhibitor who has not already 
applied for space, and who is at all in- 
terested in his location, should do so at 
once. 


(Stell 





What Shoes Will Women Buy Next? 


Carmel Snow, Editor of Harper's Bazar and Just Back from Paris, | 


Tells N.S.R.A. Conference About the Newest Trends in Apparel 


and Footwear 
‘Excerpts from address at Waldorf-Astoria Hotel, Sept. 10, 1935 


Ler me first give you a very brief summary of the fashions in general, and tlien 
I’ll take up the shoe fashions more practically and more in detail. On the edi- 
torial page of our October issue which is going to press today, we suppose that 
a woman has just come back from Mars and wants to be brought up to date with 
a bang. We undertake to outfit her in all the trademarks of the year. 


Her hair, we say, we’d part in the middle and curl up gently all round in | 


Bellini curls. Her suit ... we’d give her two... one, black with colored 
accessories; the other, a brisk tweed with a short jacket of contrasting wool. 
Her coat . . . probably a Persian lamb coat, possibly a long military cape, pos- 


sibly a furless redingote of black boucle wool, perhaps a more elegant coat of | 


duvetyn trimmed with silver fox. Her gloves . . . they would be colored, just 
the regular hand-stitched antelope pull-ons, but moss green antelope, in failed 
raspberry red or citron yellow—particularly interesting when worn with black. 
Her shoes . . . no longer low heeled collegiate sandals, but sensible little feminine 
shoes with slim, sound heels. Her stockings . . . definitely darker than those 
of last winter. 


Importance of the New Colors 


Now that’s only a very general picture of the street fashions. I wish I could 
put it into Technicolor . . . so that you could feel the importance of the new 
colors as I do. 

I carry with me from the Paris openings and from the New York collections 
that are being shown to the smart New Yorker right now—a feeling for black, 
and it seems to me a duller deader black than I ever remember seeing. ‘Thier¢ 
is a very definite feeling for colors of a faded, autumnal cast combined in a fas- 
cinating way. For instance—when before have we had black skirts with snuff 
colored jackets? Brown skirts with mustard jackets? Claret colored skirts 
with moss green jackets? When before have we ever worn black coats with 
citron leather gloves, or black with faded moss green or raspberry red gloves. 

Inevitably these colors will have their influence on shoes. Personally I believe 
that for town only very dark colored shoes will be worn by smart wom:n— 
bronze kid, and in antelope and reversed calf a very dark loam brown—a lark 
green and dark blue and possibly burgundy antelope or suede. The bronze kid 
pumps will be worn with black day dresses that are not too tailored. For instance 
they would be perfect with this dress I am wearing now. The colored suede 
shoes largely with tweeds, though not necessarily country tweeds. 


A Summary of Shoe Styles 


When I came back to my office the other day, the shoe-minded editors ‘red 
questions at me—and I gave them my answers. They went something like 
this... 
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Low Heels? Yes, but not the very low heels of the summer. These are com- 
fortable, run-about-town heels and the only new thing about them is that they 
make the old high spikes look abysmally old-fashioned. 


Colored leather? Yes, but only very dark colors. The brown of the richest 
loam ... a green darker than the darkest bottle . . . ox blood . . . or the red of 
the dregs of wine. Of course if you wear colored shoes you must tie them up 
with some note in your costume such as gloves or bag. 


Hich-cut? Sometimes they are so high that they look like jodphur boots, 
but these are only for tweeds. The city shoes are monkish, or high-cut in a 
daintier way . . . buckled or held snug with a band of Lastex. 


Bronze? Yes, especially in Paris for day and evening. You’d even wear a 
bronze pump with a black wool dress. 


Square toes and heels? By all means. 


Trimming? A great deal of patent leather—heels and tongues—some gold 
kid piping—buckles—flat grosgrain bows. 


Evening sandals? Of course. They make the feet look so much smaller. 


Arabian slippers? Divine—but only in your own house—with a super negligee 
or at a big dinner when you have no intention of going to a theatre or a night 
club. 


Fashions for Evening Wear 


You see, just as day colors and fabrics have had their influences on smart 
shoes in Paris—so have evening fabrics and shades. The evening mode—as 
you know—is a medley of almost everything. You have classic white Greek 
dresses. You have sophisticated modern draped dresses. You have flaring mate- 
lasse taffeta skirts. You have long slinky medieval velvet gowns. You have 
innocuous little dresses of white and pastel crepe romains. You have fur wraps 
with esquimaux hoods pulled up over the head . . . and doges coats of velvet 
sweeping to the floor. There is no one slipper . . . sandals continue because 
everyone has found that they make the foot so much smaller. 

In Paris you'll find a great many cocoa brown satin sandals—most often these 
cocoa brown sandals are piped with gold kid. These are perfect with all the 
reds that are so popular for evening. Also lovely with green and even black. 
With the light colored crepe romains and the all-white Greek dresses, you find 
sandals of gold and silver kid mixed. I find it noteworthy that all silver kid and 
all gold kid are not as successful as a mixture of the two leathers. 


Latest Shoe News from Paris 


In a cable we have just received from Paris, I find this news: 


Toes. The news is that the square toed effects are sweeping everywhere—in 
all types of shoes. There are two types of square toes. The “Bill-toed” with 
square sides and sloping square front, and the peasants sports types with blunt 
square toes. 


Heels. Square heels look new and smart. Daytime town heels are from two 
to two and a half inches except for the novelty heelless slippers or the low heeled 
oriental—or Grecian theme. Julienne is the only shoemaker who still favors low 
heels for day town wear. 


Colors. For daytime town wear. Dark green is expected to have success this 
fall. Bordeaux or wine color also—but perhaps to a less extent. Browns are 
always reddish. 





How Hollywood Helps 
to Mold Shoe Styles 


From an Address by Kate Arlene 
Goldstein at N.S.R.A. Style Con- 
ference, Sept. 10. 


y OU cannot escape the subtle unplanned 
style influence of Hollywood . . . and its 
effect upon millions of women over the 
world. Producers who have to work from 
3 to 6 months ahead of release dates can- 
not wait upon Paris or New York style 
ideas for their feminine stars. They have 
created their own center of stylists and 
designers, essentially for themselves. 

Each of Hollywood’s famous designers 
has an important message for you. Their 
principles and shoe views teach us many 
lessons in adapting Hollywood styles to 
commercial every day use. 

The RKO designer, Bernard Newman, 
sends us the following: 

“While smart shoes are an essential part 
of any attractive ensemble, smartness isn’t 
enough. The shoes must also be in keep- 
ing with the style of the gown and other 
accessories or the entire ensemble will 
seem ill-chosen. Sports accessories must 
be selected for the sports ensemble, the 
formal styles left for evening occasions. 
It naturally follows that the shoe must be 
correct not only in style, but in fabric and 
color—items women frequently overlook. 

“Shoes are particularly important now 
because of the new interest in colorful 
accessories. Greens, wine red, unusual 
browns and other warm shades in match- 
ing accessories are being worn with con- 
trasting coats, suits or frocks. Tailored 
perforations will be good. 

“Personally, I prefer simple footwear 
for any occasion. I do not like the jewel 
studded slipper. I also feel that for the 
average woman the slipper with no heel 
at all is unflattering. 

“A charming pair of slippers was made 
to order for Lily Pons to wear in her 
forthcoming picture, ‘Love Song.’ The 
gown is pink and silver lame, the match- 
ing coat trimmed with silver fox. The 
slippers are pink braid, the braid itself 
braided with silver threads to form the 
straps. The hand-made gloves are of the 
dress fabric, the tops finished with enor- 
mous hand made flowers, also created of 
the lame. 

“In her current starring picture, ‘Tamed,’ 
Ginger Rogers is wearing a Grecian gown 
of green pebble satin with a girdle of oval 
silver medallions, each set with cut rhine- 
stones. The style of the slippers are as 
Grecian as the gown.” 
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It Can Be Done 


Table 2—Total of All Stores 





















































Dun & Bradstreet N.S. R. A. 
1934 1932 
Net Profit (L—loss) . : ore n aD ies 4.0% — 42% L 
Se aah Ni gli 31.3 34.9 
Gross Margin. ................ 34.2 30.7 
a ee a 1.7 times 1.7 times 
. Expense Analysis 
Proprietors’ Salaries ....... nee ee aes 10.5% 
Employees’ Salaries.................. 7.9 3 18.5% 
he Cee ee panne 5.0 6.7 
cb basins spedens cans 1.9 2.9 
Light, Heat& Gas ................... 1.2 1.2 
Ne io i vid Sk ouwse cadens 1.0 8 
All Other Expense... 42 48 
Table 3—Operating Averages by Sales Volume 
Compiled from Dun & Bradstreet Survey for 1934 
aT ie Tak nn : 
Total | Showing Gross | Turn 
Stores | Profit Volume Profit | Expense | Margin | over 
6 50 | $250,000 to $500,000 | — 4%L | 31.1% | 30.7%| 2.3 
20 75 100,000 to 250,000 1.5 32.8 34.3 2.3 
53 90 50,000 to 100,000 43 30.0 34.4 2.2 
149 63 25,000 to 50,000 2.8 28.6 31.7 2.0 
156 75 10,000 to 25,000 4.6 31.3 35.3 1.6 
58 77 5,000 to 10,000 6.5 32.2 38.1 1.2 
40 100 2,500 to 5,000; 13.5 37.6 50.5 8 
33 | 72 Under $2,500 6.9 21.8 27.8 1.0 
515 | 75.24 | Total, All Stores | 4.0 | 31.3 | 342 | 1.7 
From N.S.R.A, Survey for 1932 
% Gross | Turn- 
Showing Profit Volume Profit | Expense | Margin | over 
27 Over $75,000 —3.8%L| 37.0% | 33.2% 1.8 
23 $30,000 to $75,000 _—4.1 L)| 33.8 29.7 1.9 
27 | Under $30,000 —44 L| 34.3 29.9 1.7 
25 Total, All Stores |—4.2 L!| 34.9 30.7 1.7 

















[CONTINUED FROM PAGE 15] 


from cities of over 1,000,000 population 
(outside of New York City). How- 
ever, 14 stores is too small a sample to 
be truly representative. 

Among the stores in cities from 
250,000 to 500,000 population not one 
showed a loss. The average profit was 
6.8 per cent, due chiefly to the high 
margin of 38 per cent. 

Table 4 shows also that the large 


city stores still have, in a general way, 
higher figures for both expense and 
gross margin than do the stores in 
small towns. But the difference is not 
nearly so pronounced as in 1932, shown 
in the lower part of the table. 

This is an important trend. It is a 
“levelling off” process and a healthy 
one too. In 1932 the chief large city 
problem was that of exorbitant ex- 
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These were greatly reduced in 
little change in gross 


penses. 
1934 with 
margins. 

On the other hand the main small 
town problem was insufficient gross 
margin. In 1934 the small town margin 
showed a vast improvement with little 
change in expense percentages. 

These trends indicate beyond a doubt 
that all groups of shoe dealers have 
during the past two years tackled their 
most troublesome problems intelligent- 
ly and effectively. 

The trade has alway felt it inevita- 
ble that large city stores must auto- 
matically bear larger expenses and get 
larger margins. This report confirms 
that thought, but the difference is much 
less marked than heretofore. 

Table 5 brings out the expected in- 
formation that both expenses and 
margins on the west coast were slight- 
ly higher than average. The South, 
with the exception of the Atlanta dis- 
trict, showed lower than average ex- 
penses and margins. But since the At- 
lanta district contained only 17 reports 
we must not give much weight to its 
higher-than-average figures. 

The northern and eastern districts 
are “spotty,” some being higher and 
some lower than average. Let no read- 
er take seriously the absurdly low 21 
per cent expense average in the Phila- 
delphia district. It represents only 14 
stores and the original report shows 
that the 10 profitable stores in this 
group reported no expense for proprie- 
tors’ salaries, advertising or taxes. This 
indicates they were stores of the repair 
shop type. 

The figures on stock turn are both 
interesting and disappointing. In 1932 
the average rate of turnover was i.7 
times a year, indicating that the aver- 
age age of all shoe stocks was seven 
months. That picture remained un- 
changed at the end of 1934. 

The Dun & Bradstreet report gives 
2.67 times as the “inventory ratio” of 
the profitable stores (see Table 1). This 
is computed by dividing the closing in- 
ventory at cost into the sales at retuil. 
The true turnover rate is derived by 
dividing the inventory at cost into the 
sales at cost instead of at retail. This 
method gives 1.7 times as the rate of 
turnover, just as in 1982. 

The last column in Table 3, how- 
ever, brings out the familiar fact that 
the large volume stores turn their 
stocks twice as fast as the small stores. 
Yet Table 4 shows the large city stores 
make only a slightly better turnover 
than the small town stores. Putting 
these two facts together we may cun- 
clude that the best turnover is made by 
the stores with larger-than-average ‘ol- 
ume located in smaller-than-aver:ige 
towns. 

When it comes to geographical loca- 
tion the western districts show the 
slowest average stock turn, with the 
South making the best showing. I is 
hard to explain why the 40 stores in 
the New York district, 25 of which are 
in New York City, turned their stocks 
only 1.4 times. 

[TURN TO PAGE 38, PLEASE] 
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; Fs ; ; he * 
y «sie given us an mel model in Amalgamated Brown Kid 


No. 176 with white stitching and underlay. Alternate dark and 
white patent lacing through the cutouts. A fine interpretation 
of “The Town Shoe.” 


_ ehty 


malgamated 


ik The 6 ‘Town Shoe’’ is what one might call a semi-for- 


mal shoe—it is that chic little model in kidskin that is worn from 

nine in the morning until six o’clock at night. 

THREE COLORS OF SPECIAL INTEREST TO THE SHOE 

TRADE FROM COAST TO COAST. 

BROWN KID—No. 176 reaches new heights in volume and high 
style importance. 

BROWN CHARMOOZ KID—No. 976—a Kid Suede, unusual in 
weight and evenness of color. 

BLUE KID—No. 159—a Marine blue shade that provides the 
correct depth of color to accompany the Vene- | 
tian blue costume colors. : 


DUBONNET KID—No. 265—a high style color that gives prom- 1& 


ise of volume, due to the fact that it can be worn 
with navy, grey, green or black costume colors. 


Amalgamated Leather Companies, 


WILMINGTON, DELAWARE - - 84 GOLD STREET, NEW YORK CITY 
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Table 4—Operating Averages by Population 
Compiled from Dun & Bradstreet Survey for 1934 


































































































% 
Total | Showing Gross | Turn- 
Stores | Profit Population Profit | Expense | Margin | over 
25 80 New York City 5.2% | 31.2% | 36.5%] 1.8 
14 50 Over 1,000,000 —3.1 L| 35.9 33.2 | 2.0 
31 90 | 500,000 to 1,000,000 4.2 27.2 31.4 1.9 
19 100 | 250,000 to 000 6.8 32.8 38.0 | 2.2 
49 69 100,000 to 000 5.4 29.7 35.1 1.9 
39 55 50,000 to 000 1.2 34.0 35.1 1.8 
51 59 25,000 to 000 2.7 29.9 31.1 2.0 
112 76 10,000 to 000 4.6 29.9 34.6 1.8 
56 84 5,000 to 10,000 5.6 29.7 33.6 1.8 
69 81 2,500 to 5,000 6.5 30.0 35.8 1.5 
50 78 Under 2,500 5.4 32.0 35.5 1.3 
515 75.24 Total, All Stores 4.0 31.3 34.2 1.7 
From N.S.R.A. Survey for 1932 
% Gross | Turn- 
Showing Profit Population Profit | Expense | Margin| over 
23 Over 50,000 —4.9%L | 39.8% | 34.9% 1.9 
21 20,000 to 50,000 |—5.0 L| 35.2 30.2 1.6 
26 Under 20,000 —3.2 L| 31.7 28.5 1.8 
25 Total, All Stores |—4.2 L| 34.9 30.7 1.7 
Table 5—Operating Averages by Geographical Location 
Compiled from Dun & Bradstreet Survey for 1934 
| &% 
Total Showing Federal Reserve Gross | Turn- 
Stores | Profit District Profit | Expense | Margin | over 
38 55 I Boston 3.3% | 30.9%] 32.8%] 1.9 
40 73 Il New York 5.0 33.0 37.2 1.4 
14 71 III Philadelphia 8.8 21.0 29.9 1.9 
52 82 IV Cleveland 3.3 28.0 30.8 1.7 
10 80 V Richmond 4.4 26.3 30.7 | 2.1 
17 70 VI Atlanta 3.4 33.0 35.8 | 2.7 
126 74 VII Chicago 3.3 30.2 33.9 1.8 
41 71 =| VIII St. Louis 5.0 28.8 33.3 1.6 
32 69 IX Minneapolis 4.4 30.2 34.0 1.6 
43 88 X Kansas City 6.5 31.6 38.1 1.6 
31 88 XI Dallas 2.9 29.8 32.7 | 2.6 
71 77 XII San Francisco 3.5 32.4 35.0 1.4 
515 75.24 Total, All Stores 4.9 31.3 34.2 1.7 
Table 6—Shoe Departments in Department Stores 
Store Volume Shoe Departments Profit 
(million dollars) Women’s Children’s Men’s 
RE PO 0.2% —0.8%L 0.8% 
Sob g en snreyna's te dace —0.3 L 0.2 2.3 
EN Mine table in «ey 0.5 1.1 1.1 
Er ee ee 2.4 —2.6 L —0.9 L 
ee eee ) PEE —2.5 L 
Specialty Stores................. os re 2.0 
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It Can Be Done 


[CONTINUED FROM PAGE 36] 


In Table 1 it appears that the profit- 
able stores showed practically the same 
“inventory ratio” as the losing stores. 
This is not in keeping with the custom- 
ary findings, for better profits have 
usually been associated with distinctly 
higher stock turn. 

No information is given on the sales 
increase over 1933, nor on the financial 
status of the stores which reported. 

Taken as whole the report is highly 
encouraging. It proclaims to all that 
the retail shoe trade has finally “got- 
ten off on the right foot” for 1935. 





Saddle Call for Riding Boots 


[CONTINUED FROM PAGE 32D] 


held straight, never sideways, holding 
the leg in the left and the heel of the 
boot in the right hand. A snug fit at 
the heel and top is desirable but room 
for the trouser must be taken into con 
sideration. The top should be close- 
fitting and the leg molded stiff, yet it 
should convey the appearance of being 
flexible. The English say that in a 
properly fitted boot there should not be 
room for a louse to enter at the top 
and yet withal, the leg of a boot should 
be free, pliable and not tight to the 
wearer. 

Riding boots must be carefully 
merchandised. A_ store should not 
carry more pairs on hand than it can 
reasonably hope to sell in a two months’ 
period. Better by far to order often 
than to be overstocked. 

A good sales talking point is the care 
of the boot by the customer after it has 
been purchased. We reprint the fol- 
lowing from a previous issue of Boor 
AND SHOE RECORDER. It seems like the 
finest summary on this important oper- 
ation that we have seen. It might well 
serve as a basis for your talk to your 
customer on “How to Care for his 
Boots.” 

“Here’s the way an English valet 
treats his master’s riding boots: 

“All loose dirt is first removed, then 
the boots are washed with saddle soap. 
Care is taken to have the sponge wrung 
out very dry. Next another washing 
with a clean sponge, so that all soap 
will be taken off the leather. This is 
to take all oil out of the leather. The 
boots are now allowed to dry thoroughly 
before rubbing up with a soft cloth. 
Hawkins now applies a neutral cream 
that has no turpentine in it whatever. 


He does this by dampening a piece of 


cheesecloth in the cream and rubbing 
it in a light circular manner. A brush 
is never used as it is sure to leave a 
dark mark. The shoes are now left to 
stand over night before polishing. The 
act of applying the cream and that of 
polishing is all done with the index 
finger. 

“The secret of long boot wear is the 
cleaning with saddle soap, and polish 
ing when the boots are thoroughly dry 
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Shoe Department 
radner’s 
Olean, N.Y. 

















No equipment is worth what it costs unless it helps 
sell your merchandise — profitably. 


And it cannot do that unless it is designed, built and 
arranged in your store in accordance with modern 


merchandising methods. 


We have been engaged in the business of planning 
stores and building equipment for over a third of a 
century. During this time we have been in touch 
with thousands of shoe dealers, studying their 
problems and needs, and so have kept pace with 


the many changes which have taken place in this 
business. 

Our line of profit-building shoe store equipment is 
designed and built, not only to carry and display 
your merchandise, but to sell it, and sell it at a profit. 
In addition, and as a service feature of our organi- 
zation, the facilities of our store planning division 
are available to shoe merchants everywhere. 


Without obligating you in any way, let us give you 
more information on our store planning service and 
equipment. The coupon is for your convenience. 


MAIL THIS COUPON TODAY 


, GRAND RAPIDS STORE | [wat tuts coupon topar 


* FQUIPMENT COMPANY * 


and Factories: 
Michigan 


Main Offices 
Grand Rapids, 


Branch Offices and Representatives in Principal Cities 


Grand Rapids Store Equipment Co. 
Grand Rapids, Michigan 


Please send us further information on your 
Store Planning Service and Equipment. 


Name. Address 


er 
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PROMINENT SHOE MANUFA 
LIGENSED 10 USE 
DEL- MAC PROCESS 


Andrew Geller Shoe Mfg. Co. 
Brooklyn, N. Y. 


Stone Shoe Company 
New York City 

Schwartz & Benjamin 
Brooklyn, N. Y. 

M. Wolf & Sons, Inc. 
Brooklyn, N. Y. 

Tupper, Inc. 

New York City 
Wolff-Tober Shoe Mfg. Co. 
St. Lovis, Mo. 

Elbee Shoe Mfg. Co. 
Brooklyn, N. Y. 

S. Ravh & Company 

New York City 
Tilley-Williams, Ltd. 

New Toronto, Ontario, Can. 


H. & M. Rayne, Lid. 
London S. E. 1, England 
The Lloyd Shoe Company 
Ripley, Ohio 


Liberty Shoe Company 
Lynn, Mass. 


Sahin nents tae aa 


a 


Gregory & Read Co. 
Lynn, Mass. 


Frank Barber Shce Mfg. Co. 
Long Island City, N. Y. 


Johnson, Stephens & Shinkle Shoe Co. 
St. Louis, Mo. 


Colonial Shoe Company 
Jersey City, N. J. 


Kleven Shoe Company 
Spencer, Mass. 


La Valle, Inc. 
New York City 


And Many Others 


WARNING! 
The Del-Mac Pro- 
protected 
by 8 United States 
MER pctents - other 
patents pending. 
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cess is 
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PROMINENT SHOE MANUFACTURERS 
\ LIGENSED TO USE 
‘|  DEL-WAG PROCESS 


i Lotus Ltd. 
England 


Grand Shoe Company 
| Haverhill, Mass. 


De Luxe Shoe Co., Ltd. 
i Toronto, Ontario, Can. 


Avon Shoe Company 
New York City 


The Menihan Company 
Rochester, N. Y. 


C. V. Watson Company 
Auburn, Maine 


Craddock-Terry Company 
Lynchburg, Va. 


Grossman Shoes, Inc. 
Brooklyn, N. Y. 


J. M. Connell Shoe Co. 


The New USMC Splitting 
Machine, Model E _ South Braintree, Mass. 


Feder-Gregg Shoe Co. 
Cincinnati, Ohio 


The Julian & Kokenge Company 
Columbus, Ohio 

George E. Keith Company 
Campello Station 

Brockton, Mass. 

Pedigo-Lake Shoe Mfg. Co. 

St. Louis, Mo. 


The Irving Drew Co. 
Portsmouth, Ohio 


D. Armstrong & Co., Inc. 
Rochester, N. Y. 


Athan Dritsas Shoemakers, Inc. 
Haverhill, Mass. 


And Many Others 


Del-Mac. process over others in making 








through the National Shoe Retailers 
Association and the National Boot and 
Shoe Manufacturers Association, a 
cordial invitation to cooperate, as an 
exhibitor or merchant, in the’ National 
Shoe Fair—the first great national 
gathering of any trade in 1936. We 
hope to report to the nation a success- 
ful enterprise . .. as a preview to pros- 
perity in the year to come. 

The N. B. S. M. A. will hold its 31st 
annual convention. 

The N. S. R. A. will hold its Jubilee 
—25th—annual convention. 

You cannot afford to miss them 
a 

I thank you... . 

Chairman James E. Wall, in opening 
this campaign, says: 

“Concentrating this First National 
Shoe Fair of Chicago, Jan. 6, 7, 8 and 
9, 1936, illustrates vividly the power 
for good of united effort—and the sav- 
ing to industry and to individuals in 
time, effort and money, that was here- 
tofore spent in duplicate convention- 
exhibitions. 

“One national unified show—The 
National Shoe Fair—will bring the en- 
tire industry together for betterment 
of public shoe service in 1936, in all its 
diversified decisions as to types and 





On to Chicago! 


[CONTINUED FROM PAGE 24] 


values in footwear. Common purpose 
of this unified market will be to bring 
profit and prestige to manufacturer and 
merchant and the pleasure and utility 
of well selected shoes in the public 
interest. 

“We urge every shoe manufacturer 
and affiliated service to participate in 
this National Exhibition of shoes and 
kindred products. The National Shoe 
Fair is to be the biggest opportunity 
ever offered the industry. 

“The National Shoe Fair is an oppor- 
tunity for the manufacturer of shoes, 
leathers, accessories and allied sup- 
plies and products to contact: the shoe 
buyers in attendance and to book orders 
in preparation for the early Easter 
(April 12) and the Spring and Sum- 
mer seasons of 1936. 

“Complete administration of the ex- 
position is in charge of the Joint Com- 
mittee of the two associations whose 
purpose it is to give industry an eco- 
nomic, efficient management of a joint 
enterprise with opportunities for all. 

“The National Shoe Fair of 1936 
should contribute to better buying, bet- 
ter planning, the improvement of trade 
relations and the promotion of sounder 
business economi. 3.” 





Design Fall Windows to Sell 
More Shoes 


[CONTINUED FROM PAGE 32] 


Hosiery, too, is accorded its due place 
in this very complete men’s shoe win- 
dow, and surely the store that fails to 
play up Autumn weights, and the pat- 
terns appropriate to the Fall season, 
is missing an opportunity to ring up 
many an extra sale and profit between 
this time and Christmas. 

You will find an equally interesting 
line-up of women’s shoes for Fall in 
any of the three women’s shoe windows 
illustrated this week, one by Mc- 
Creery, of New York; another by Bam- 
berger, of Newark, and the third from 
the Aug. W. Smith Co., way down in 
Spartanburg, S. C. These windows do 
not stress the complete wardrobe theme 
in the same manner as the men’s win- 
dow, but they show the new season’s 
style trends smartly and emphasize 
their seasonal importance. 

The McCreery window is of special 
interest because of the clever and effec- 
tive way in which the shoes are 
grouped on platforms to make the dif- 
ferent styles stand out in bold relief, 
and because of the recessed cabinet or 
shadow box effect that provides space 
for the showing of twelve pairs of shoes 
in the background. 

A novel use of Autumn leaf decor- 
ation provides the note of originality 





that makes the Bamberger window 
stand out in such a striking way. The 
almost vertical angle at which the shoes 
are shown is another interesting fea- 
ture of this window, as is also the 
effective showing of accessories, in- 
cluding handbags. 

The Aug. W. Smith Co. of Spartan- 
burg reports a very favorable response 
to the fourth window in this week’s 
group of illustrations. It was designed 
and installed by J. E. Buchanan, dis- 
play manager for the store, and its 
decorative features include background 
paneling in rust crash, white Neo- 
Classic pillars, rust and yellow base 
side fixtures, white grille and center 
fixtures. 

There is nothing spectacular or ex- 
travagant about any of these window 
displays, and treatments of the same 
general character can be worked out’ 
by almost any shoe store at a moderate 
cost, and without undue expenditure of 
time or effort. They are relatively 
simple in design, but their inherent 
good taste, plus sound merchandising 
sense and their general effectiveness 
from the standpoint of showing the 
goods to best advantage, explain their 
eye appeal and interest. 

None of these windows show any evi- 
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dence of the overcrowding that is such 
a common fault of shoe windows. 
Shoes have been carefully selected with 
a view to the purpose the display man 
had in mind, but the number of pairs 
has been held down to a reasonable 
limit, with the result that it has been 
possible to achieve a graceful, well- 
balanced effect and avoid confusion. 
These are objectives that every shoe 
man should keep in mind at all times 
in planning his displays. 





Feature "The Ensemble" 


in Shoe Advertising 
[CONTINUED FROM PAGE 21] 


on our second floor. This second type is 
also so complete that a customer can 
select her entire wardrobe of shoes 
from those illustrated. 

In every instance at Volk’s, where so 
many past decades of our advertising 
have been devoted to shoes exclusively, 
we never lose sight of the basic thought 
in shoe selling: that no dress is more 
attractive than its shoe, and that, in 
actuality, there is only one shoe for 
each dress. This is the story we con- 
stantly tell, and it is a dramatic one 
that touches the vanity of each cus- 
tomer—for lives there, ideally, the 
woman of fashion who does not dream 
of a wardrobe of many costumes with a 
fine pair of shoes for each? There is 
neither glamour for the customer nor 
sales for the merchant in permitting 
advertising to breed the thought that 
one pair of shoes may serve the duty 
of several. Hold fast, shoe men, to the 
ideal of a shoe for each costume. It’s 
a profitable way to begin the Autumn. 


New Wilbur Coon 
Shoe Shop Opened 


New York—John L. Harris, former- 
ly with the Walk-Over Shoe Company, 
together with Charles Ross, who was 
also with Walk-Over for a number of 
years, has opened a shop of their own 
called the Wilbur Coon Shoe Shop, car- 
rying both men’s and women’s shoes. 
The line was selected by the partners 
to serve New York City customers be- 
cause the shoes are made on scientific 
principles and styled in the modern 
manner. Men’s shoes, in the new shop, 
retail from $6.75 to $10.50, and women’s 
shoes from $7.50 to $11.50. 

John Harris is the coordinator of a 
course on foot anatomy, shoe construc- 
tion, and shoe fitting which is being 
given as an adult project by the Board 
of Education in New York City and 
by the state Board of Education in 
up-state cities. 

“We shall stock modernly. styled 
shoes for normal people,” Mr. Harris 
says. “They will be fitted with care 
by men who know their business and 
who have a conscience. As for the 
cripples, we are not doctors. ‘Live and 
let live’ shall be our slogan. Those that 
require that type of footwear and at 
tention will be recommended to thos 
who cater to that kind of foot trouble.’ 
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10 MILLIONS of consumers throughout the country, 
“ the W. L. Douglas trade-mark means VALUE in shoes. 






For more than 50 years, the Douglas oval has been 







as well known as a family portrait. 






It means, to the American public, a STYLISH shoe. 
There are more than 175 up-to-the-minute styles in 
the Douglas line — covering the demands of America 
from coast to coast, urban and rural, Park Avenue 
and Main Street. 









It means, to these millions of customers, a WELL- 
BUILT shoe. Douglas ALL-LEATHER construction is 
durability itself . . . created by skilled union crafts- 
men at Brockton, Massachusetts. 
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It means, to millions of Americans, a SENSIBLY 
PRICED shoe. Douglas Shoes retail at popular prices 
... with a generous profit for yourself! 









THIS YEAR, thousands of new customers will be 
swung to Douglas by national advertising in The 
Saturday Evening Post and in more than 100 leading 







daily newspapers. 






TO THOUSANDS of shoe-dealers, in leading depart- 
ment stores and fine shoe shops across the country, 
the W. L. Douglas trade-mark means TURNOVER — 
the fastest turnover of any line in America today! 









There may be an exclusive franchise in your dis- 
trict. Write for information and Fall Catalog today. 


W. L. DOUGLAS 
SHOE COMPANY 


BROCKTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NEW YORK 


Right at Grand Central Termi- 
nal, in the heart of New York’s 
greatest business zone. 


Express subway from lower 
lobby to other sections of the 
city. Saves time and money. 


Commodore Room Clerk be- 
comes your secretary for the 
handling of telephone calls, etc. 


Excellent food at attractive 
prices in four spacious, fast- 
service restaurants. 


An alert, courteous staff trained 
to the minute for the utmost in 
friendly cooperation. 


2000 large, quiet, comfortable 
rooms,modern in equipment, and 


all with private bath... $ 
from 


RIGHT AT GRAND CENTRAL 


Just a few steps from your train 
FRANK J. CROHAN, President 


MODORE 
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Celebrate Silver Anniversary 


Satina, Kan.—What a shoe store situated in a city of 
20,000 can do in the way of stirring up business is 
exemplified by the way and manner in which the George 
Seitz Shoe Co. Silver Anniversary was promoted re- 
cently in Salina, Kansas. 





Interior view, George Seitz Shoe Store, Salina, Kansas 


More than 600 inches of newspaper advertising were 
used in one issue of the “Journal” to announce the fact 
that the store has been in business twenty-five years. 

With silver in the till, but not in the hair, George 
Seitz is getting the thrill of a lifetime out of the cele- 
bration of the twenty-fifth birthday of the business he 
helped to establish. In 1910, just as he had come of 
age, George Seitz formed a partnership with Charles 
D. Sorter and opened the Sorter-Seitz Shoe Co. Four 
and a half years later, Mr. Seitz purchased the interest 
of Mr. Sorter and changed the name to the present one. 
In 1921 the business was incorporated, Roy Collins be- 
coming secretary of the organization and Mr. Seitz 
president. 

One of the contributing factors to the strength of the 
company has been the loyalty of its employees. In 
addition to Mr. Collins, Don Maxwell has been with 
the firm for fifteen years, Perry Howison, ten years, 
while A. J. Benoit has been in charge of the repair 
department since 1916. 

This fast moving five-man shoe store, situated right 
in the heart of Kansas, offers its public such lines of 
shoes as Julian & Kokenge, Rice-O’Neill, Wolff-Tober, 
Pennant Shoe Co., Red Cross, Ideal Shoe Mfg. Co., 
Florsheim and Walter Booth Shoes for men. 

Neither droughts, dust storms, floods or tornadoes 
apparently have any material influence on the steadily 
increasing business of this live family shoe store. 

Consistent newspaper advertising to acquaint the 
people of the Central and Western part of the state with 
the excellent lines carried has been very carefully 
worked out. Some 2,500 lines are used annually in 
the daily press which is good lineage for any shoe 
store anywhere. 

As seen in the accompanying photograph, the Seitz 
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store is modern in every respect, even to sound proof 
ceilings. This was the first shoe store in Kansas to 
install a Frigidaire air conditioning system so that their 
customers could buy shoes in comfort, no matter hot 
or humid the day. 


——— 


Favor Law to Limit Shoe 
Store Hours 


BurraLo, N. Y.—The proposed new state law re- 
quiring all shoe dealers and salesmen to be put under 
licenses which shall stipulate that no shoes may be 
sold on week days, except between 7.30 a. m., and 7 
p. m., with the exception of Saturdays and for two 
weeks preceding certain holidays, came in for extended 
consideration at the first fall meeting of the Buffalo 
Shoe Retailers Association in the Hotel Statler, Sept. 
Il. 

The association instructed its delegates to the Syra- 
cuse convention, Sept. 22-24, to support this measure. 
If passed by the Legislature, the act would apply to all 
cities and towns in the state with the exception of New 
York City. The measure is described as a health 
measure, in that it would assure competence in the fit- 
ting of shoes. Through the restriction of working 
hours, the salesman would secure the necessary rest 
to guard against carelessness in fitting shoes. Long 
working hours, it is held, tends to make the salestnan 
somewhat lax in judgment, to the detriment of the con- 
sumer. 

The association also went on record as in favor of 
the National Shoe Retailers Association’s proposal that 
bargain sales be restricted to the period between Sept. 
2 and Dec. 24. 

Harry J. Deters, business manager of the association, 
explained the transportation arrangements for delegates 
and visitors to the state convention. 

In reply to a recent criticism by realty interests that 
restricting the hours of business of stores was detri- 
mental to rentals, the association adopted a resolution 
declaring that the ordinance is not a restrictive one but 
a sane and protective regulation of hours and labor, also 
competition. 


Novel Promotion Plan 


Denver, Coto.—S. V. Byrne, shoe buyer at the Den- 
ver Dry Goods Co., Sixteenth and California Streets, 
is convinced that hundreds of new customers can be 
added by publicizing the fact that his department is 
capable of fitting any size, is planning a novel odd- 
size campaign. 

Hundreds of odd sizes, ranging from AAA to F and 
from 5 to 14, will be stocked. 

Advertising, both display and newspaper, will be in 
the form of a challenge—“If we can’t fit you, you get 
a new pair of shoes free.” Both the newspapers and 
radio will be used in a semi-teaser campaign before the 
opening of the sale. 











ane Genuine Silver Kid 
R1142 Genuine Gold Kid 
R1540 Black Faille, Silver Kid 
REE  sicuacedcaretcnccece 235 
R1542 pat Faille, Silver Kid 


R4300 Black Faille 
R4302 White Faille 
R4304 Black Velvet, Satin 


Trimmed 200 
95 Last, Short Vamp, 21/8 Louis Heel 


AAA to C Widths 
Above All Carried in Stock in All 
Materials with 11/8 Block Heel 


CARIOCA 


R1146 Genuine Silver me 
R1148 Genuine Gold Kic 
R1556 ota Faille, Silver Kid 


Tim 
R4306 Black Faille 
R4308 White Faille 
R4310 Black Velvet, 


Trimmed 0 
42 Last, Medium Toe, 1942/8 Louis 
Heel 
AAA to C Widths 


Above All Carried in Stock in All 
Materials with 11/8 Block Heel 
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EVENING 
SANDALS 


from 


are made 
of 
GENUINE 
GOLD and 
SILVER KID 


For years Hannahson's sil- 
ver, gold and fabric eve- 
ning sandals have been 
first in quality, workman- 
ship, style and fit in the 
medium price field. Why 
experiment with unknown 
lines and materials when 
we carry the largest floor 
stock in the country of de- 
pendable evening sandals. 


HANNAHSONS 
HAVERHILL 
MASS. 


Terms: 

2% 10 days—Net 30 
FOB Factory 
25¢ Service Charge 
on orders less than 
3 pairs 

_@ 
SEND FOR 
COMPLETE 
IN-STOCK 
BULLETIN 
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DO YOU KNOW 


HOW 


KID IS TANNED 


WHY 


EACH 
VARI 
PROGSSSES 
IS USED 













FREE 


SHOE 
MEN 


A book every shoe man should read thor- 
oughly and have always at hand, a book 
that gives the shoe manufacturer a clear 
and helpful picture of the factorsinvolved 
in the production of glazed kid, and that 
offers the retail salesman a knowledge 
that is bound to increase his ability to im- 
press his customers. Write for your copy 


today. 16 pages. Profusely illustrated. 


SURPASS uczaruce 


COMPANY 
oth & Westmoreland Sts., Phila., Pa. 
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Odd sizes will be displayed in the main windows in 
an endeavor to interest hard-to-fit persons. 

The third form of advertising will be found in the 
department itself. Cut-away shoes in the line sold will 
be displayed on tables where patrons will be able to 
examine them. A placard campaign will be used to 
explain various types of leather. 

“Not only do we plan in this sale,” states Mr. Byrne, 
“to draw hard-to-fit customers’ business, but we hope to 
re-introduce quality merchandise. During the last few 
years we have maintained two shoe departments, one 
for cheap shoes and the other for the higher priced ones. 
This was done so as to maintain standards in the better 
grades of shoes. This year will see an especial promo- 
tion around the better grades. We hope to swing much 
of our cheap-department business back to the main floor 
department.” 


Shoes Play Dominant Part 
in Fall Accessories 


Cuicaco—‘Accessory Answers,” was the name given 
to the Fashion show held by Mandel Brothers, featuring 
Fall fashions in accessories for school and college girls. 
And if this show is any criterion, which it unquestion- 
ably is, accessories are to play the most important part 
ever in the Fall style picture. The four accessories 
featured were shoes, gloves, bags, and hats, and in most 
instances these were all exactly matched for color. In 
most cases, also, the gloves and bags were of the same 
leather as the footwear worn. 

Suede shoes predominated and nearly all of them 
were trimmed with either calf, patent or alligator. 
Built-up leather heels received a great deal of emphasis. 
For campus and walking, Bucko was shown with the 
built-up leather heels. One of the smartest combina- 
tions shown was a gray ensemble with Burgundy acces- 
sories, and another smart combination was a reverse 
of the above, that is, a Burgundy ensemble with gray 
accessories. These two colors, namely, gray and Bur- 
gundy were more shown and better received than any 
of the others. 

Two other very smart shoes shown were the side lace 
oxfords on the monk type with colored trimming, and 
the new shoe known as “Masquerade.” This shoe has 
a detachable mask that when worn with the oxford gives 
it a decidedly tailored appearance. When it is re- 
moved, one has a pair of very dressy shoes. This shoe 
has met with an exceptionally good reception, accord- 
ing to Frank Popper, merchandising manager for the 
store, and he attributes it to the fact that the customer 
is actually getting two pairs of shoes in one. 

Flat heel evening slippers were very much in the 
picture, as were flats for daytime wear, and for the 
latter part of the season calf and kid were strong); 
emphasized. The wide instep strap adorned the major 
ity of the shoes shown. 

The show was put on by Joyce Fenley, style editor o/ 
the Chicago American. 
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the Cheer-Leader 
will be in 
1a See You! 


On the Football Field She demands 


Shoes that are apace with the Newest 


Fashions. She is Modern. She is Chic. 
And She is Critical. Meet Her demands. 
J. Edwards offer Shoes for the Junior 
Miss . . . Shoes of youthful Style, of 
Fine Materials, of Perfect Fit... Shoes 
of an Inborn Quality and Value 

that build for Repeat Business. 

Take advantage of our complete 


In-Stock Service. Order now. 


J. EDWARDS & CO. 


The Big House for ttle Shoes 
314-322 N. 12th STREET, PHILA., PA. 








REFER TO J. EDWARDS’ 
NEW FALL AND WINTER 
CATALOGUE FOR A 
COMPLETE IN-STOCK 


Rae JUNIOR MISSES’ LISTING , 
Lassie Tie Fairway 
WELT 5981 WELT 5974 


$3.00 $3.00 
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‘aeo8> (UALITY 
BUILDS GOOD WILL 





HOOD FEATURES MAKE YOUR SELLING EASIER 











XTRULOCK MOLDED CANVAS SHOES 
Pat. No. 1,658,565 






















The New 1936 Line is 
Now Being Shown 





Hood Xtrulock Process molds canvas 
footwear into a single unit with no 
stitches to break and no seams to chafe 
the feet or wear out stockings. 














HE quality Hood builds into 

rubber and canvas footwear 
is mighty important to you. Be- 
cause poor quality makes a cus- 
tomer dissatisfied with your store. 
And there are scant profits in 
dissatisfied customers! 

Hood makes sure of outstand- 
ing quality by testing, testing, 
testing. Tests in the laboratory 
for quality in raw materials. 
More tests on machines designed 
to show up the slightest weak- 
ness in fabric or rubber. Still 
more tests on machines that give 
boots and shoes a tougher beat- 
ing than months of daily wear. 
And after Hood products have 






passed these laboratory tests, 
they are given a final test on the 
feet of active men and boys at 
work and play. Only when Hood 
boots and shoes have come 
through these tests with flying 
colors are they passed on to 
your customers through your 
store. 

You can play safe with the rep- 
utation of your store by stocking 
the Hood line of rubber and can- 
vas footwear. For Hood puts 
quality first. Quality in raw ma- 
terials —in manufacture —and in 
designing and styling the kinds 
of footwear people want, an« 
will come back for. 


HOOD RUBBER COMPANY, Inc., Watertown, Mass. 


Branches at Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, IIl.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; 
Denver, Col.; Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New York, N. Y ; 
Philadelphia, Pa.; St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N. Y. 










This is one of a series of advertisements on many features of Hood Rubber Footwear that help you build sales and profit:. 
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WHAT'S DOING IN THE SHOE TRADE 


SATURDAY, SEPTEMBER 21, 1935 


NATIONAL NEWS 





Stores Accept Sales Restrictions 


Gentlemen's Agreement on Markdowns Reached at Meeting of 
Shoe Merchants Council of New York 


New YorK—A ratification meeting 
on the proposals to restrict mark-down 
sales during the regular shoe selling 
season, was held by the Shoe Merchants 
Council of New York, at the Advertis- 
ing Club, on Sept. 17. It was Constitu- 
tion Day and quite properly a gentle- 
men’s agreement, without signatures, 
resulted. It becomes a code of practice 
for Fall shoe selling. 

President John R. Laycock intro- 
duced John J. Holden as liaison officer 
between the association and the mer- 
chants of New York to bring about 
these regulations of retailing practice. 
Mr. Holden reported a broad, general 
acceptance by independent shoe mer- 
chants, department store buyers and 
chain store operators for an operating 
period up to Nov. 25, 1935. The first 
draft of the proposals gave the date as 
Dec. 24, but in view of the fact that 
department store buyers are subject, 
to some extent, to general store promo- 
tions, the opinion was expressed that 
it was better to steer a moderate course 
this first year, in the hopes that in 
‘subsequent years the regular shoe sell- 
ing season might be stretched out to 
the Christmas date line. 

With an attendance that included 
practically every buyer in the large 
stores of New York and independent 
merchants north of 34th Street, and 
some chain store operators, the ac- 
ceptance by the group was equivalent 
to endorsement for the city of the reg- 
ular shoe selling season plan. Some 36 
major stores had given assurance of co- 
operation prior to the meeting. The 
agreement, as now accepted reads: 

1. “THIS PROPOSAL is for , period 
from today to November 25, 193 


2. “IT IS PROPOSED not to hold a re- 
duced price shoe sale during this period.” 
3. “IT IS PROPOSED not to use the 
words, phrases or statements, or 
equiv: alent—‘ SALE,’ I 
DUCED FROM ‘VALUES "FROM 
(TO),” ‘COMPARABLE,’ etc. - in the 
press, in store windows, on signs, by cir- 
cular or through the use of the U. 8S. mails 


or in any other consumer-contact advertise- 
ments whatsoever, during this period.” 

4. “IT IS PROPOSED not to use com- 
parative prices during this period.” 

5. “IT IS PROPOSED that this plan is 
in no way to stop the regular ‘promotion’ 
of shoes, but is solely arranged to stop 
trade ‘sale’ abuses.” 

6. “IT IS PROPOSED that there is to 
be no objection td distributors making the 
following statements in their regular pro- 
motional advertising copy: Specially Priced ; 
Featured Price; Regular Low Price; Spe- 
cial Purchase; (Blanks) Remarkably Low 
Price; Re mark: ably Priced at, ete. 

7. “IT IS PROPOSED that shoes can be 
reduced at any time from one price to 
another, provided that such reductions are 
not advertised in any way.” 


One point stressed by president 
Laycock was that this action by the 
Shoe Merchants Council of New York 
and the National Shoe Retailers Asso- 
ciation was made in the interest of the 
consuming public and the shoe trade 





DATES TO REMEMBER 


‘New York State Shoe Retailers Associa- 


Onondaga Hotel, 
Sept. 22, 23, 24 


Shoe Fashion Guild Spring ne Showing 
Waldorf-Astoria Hotel, 
jaan ie 19, 20, 


tion Convention, 
Syracuse 


1935 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 

Michigan Retail Shoe Dealers Association 
Convention, Detroit... .Jan. 12-13-14, 

Indiana Shoe Buyers Week, Indianapolis, 

Jan. 26, 27, 28, 


1936 
1936 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis ......Feb. 2, 3, 4, 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 
Exhibition, Hotel Adelphia, Phila- 
delphia 10, 11, 12, 


1936 


1936 





at large for better standards of adver- 
tising practice. The public is now as- 
sured of sizes and widths and service 
during the regular season because the 
merchants collectively feel more secure 
against competitive practice. 


Open Second San 
Francisco Store 


SAN FRANCISCO, CALIF.—Completely 
successful operation during the past 
year of the Orthopedic Shoe Stores 
Company store at 46 Stockton Street 
was the deciding factor in the open- 
ing of a second store in the downtown 
section, located at 128 Post Street. 

W. S. Foley, president of Orthopedic 
Shoe Stores Company, recommended 
the opening of this new outlet after his 
recent trip to the Pacific Coast, as the 
result of a survey made by him in con- 
junction with W. O. Pryor, Pacific 
Coast representative of Orthopedic 
Shoes, Inc., and O. A. Wilson, division- 
al manager. 

This new store will be a model store. 
Extensive alterations have been made, 
color schemes carefully worked out and 
especially attractive fixtures built. It 
will carry the four Orthopedic Shoes, 
Inc., brands: Cantilever, Ground Grip- 
per, Physical Culture and Dr. Kahler 
shoes, with Cantilever featured most 
prominently. The original store will 
continue to feature the Ground Gripper 
line. 

Gill Darroch, formerly connected 
with the Stockton Street store, will 
manage the new store, under the suc- 
cessful “Foot Health Headquarters 
Plan.” From all indications, West Coast 
representatives of Orthopedic Shoes 
feel that this outlet will be one of the 
oustanding shops on the coast. 


William E. Colby 


Through an error the name of 
William E. Colby, salesman for J. Ein- 
stein, Inc., who died recently at his 
home at East Orange, N. J., was mis- 
spelled in an obituary notice published 
in the RECORDER of Sept. 7. Mr. Colby’s 
name appeared as William E. Crosby. 
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U.S. M. C. Receives Plaque for Unusual Safety Record 
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S. Bruce Black, left, head of the Liberty Mutual Insurance Company, presenting safety plaque to George C. Thomas, manager of the 


United Shoe Machinery Corporation's factory at Beverly, Mass. 


Beh'nd them are, left to right, Sidney W. Winslow Jr., president; Moses 


B. Kaven, vice-president, and Charles G. Bancroft, treasurer of the corporation. The plaque is in recognition of a total of 8,472,248 man- 
hours of labor in the factory during the past 15 months, without a single accident. 





Once a Month Turnover 


[CONTINUED FROM PAGE 26] 


bought, so the safe way is to play light, 
then the stock will not be loaded down 
with items which are not salable. 

If a hosiery stock is watched along 
the general method outlined, sizing up 
often on staples—each day if needed— 
it is very easy to maintain a once-a- 
month turnover. It is elementary to ad- 
vise going through the stock each day 
to see what is moving and what is not; 
to pick out good reliable sources of sup- 
ply and stick with them and not be 
fooled by what appears on the surface 
to be “attractive” prices or “special 
propositions.” 

After trying out both systems, the 
conclusion has been reached that the 
original box or shelving system of keep- 
ing the stock is far superior to the 
drawer way. When the stock is kept 
in drawers it is apt to shift around, 
thus looking messy when shown to the 
trade. When a box is opened, it looks 
like an original packing to the cus- 
tomer and customers like to see fresh 
goods. Boxes, too, show the makes car- 
ried, which is always important in sell- 
ing. There is not a chance of catch- 
ing the hose when in the original boxes, 
and the drawers hide what they should 
be showing. 


Color coordination is most important 
in hosiery selling. A group of stock- 
ings of one solid shade, but of different 
prices, will make more sales than dif- 
ferent shades all at one price. Show- 
ing one shade spots out that shade. 
Style is a strong sales point. It is best 
to have one fixed place to show hosiery 
in the windows. People get in the habit 
of looking in this one spot. Change the 
display often, every day if possible, but 
keep the one place reserved for hosiery. 
A front window spot is always neces- 
sary, as hose is an accessory and so 
must be shown prominently. People 
know the store sells shoes, but they do 
not know hose are sold unless the hose 
gets the front row. 

The one thing which sells more hose 
is style. Shades are of prime impor- 
tance. Names mean everything, that 
is, the right kind of names. “Blue” 
does not mean much, while “Blue 
Rhapsody” will sell ten times as many 
more. It pays even to coin names for 
shades, as this lends interest and puts 
creative buying ideas into the cus- 
tomers’ minds. The more unusual the 
name, the better it will sell stockings. 


Price is the last consideration women 
have in buying stockings in a shoe 
store. Salespeople should realize this. 
First get the customer interested in the 
color and how it blends with the shoes 
being purchased. Build the whole sales 
talk around this, with possible mention 
as to the weight or thread count if the 
customer is interested, then let her ask 
the price as an afterthought. When 
women are buying new shoes and new 
clothes, price does not mean so much 
if they are assured that they are get- 
ting the right accessories. 

There are quite a few women who are 
educated on gauge, so it is well to get 
the finer gauging and finer seams to 
satisfy this trade. Show hose accord- 
ing to the price of the shoe first. It is 
always hest to start with the middle 
price, then one can go either up or 
down as the customer wishes. 

The size of the hose can be ascer- 
tained by looking into the shoe. A 
hosiery girl who knows her business 
can show the right shade and the right 
size without putting the customer 
through a course of questions. Then 
she is all set to tell why she selected the 
hose, in a very few words. It is well 
to check up on the shades and styles of 
garments worn by the customer. A 
shade and style of hosiery is needed 
for each outfit. Get away from the 
shades that go with everything. 
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PONTAN 


UNIFORM IN TEXTURE 
COLOR AND QUALITY 


No detail is overlooked in testing fished material to identical condi 
‘ 4 4 tions found in its use as a shoe lining. 

PONTAN QUARTER LINING before it 

leaves the Du Pont plant to become a 


‘4 


ae 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 
guardians of quality and uniformity. 


This instrument is Ait: 

used fo test Pontan pe =| 
for its tensile “4 
strength. ; 


The microscopic examination of all raw 
a Be: materials entering into the manufacture 
; of Pontan is made to catch those flaws 

that would pass the naked eye. Finished 

material receives the same test. 





REG.U.s. PAT. OFF. 


A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


| UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 
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Children's Footwear 


6 6 AF 8 6 8 PE 





MRS. DAY’S IDEAL BABY SHOES 


Infants’ Soft Seles.. 6-3 
intermediates 
Flexible Hard Soles 2-6 
Send for In-Stock 
Catalog 
MRS. eave IDEAL BABY 


Lecust St. 


eeeeee 











Wonderfully flexible 
tiny tot shoes in stock 
in widths sizes 2-6, 
612-8. 

ACROBAT SHOES, INC. FARIBAULT, MINN. 

















—_9o® 64, 
SHOES 


Patented Children’s Footwear 
IN STOCK OF COURSE 
ACROBAT SHOES, INC. FARIBAULT, MINN 
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GREGORY & READ CO. 
LYNN, MASS. 
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Paul Jesberg Modernizes Store 
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Los ANGELES, CALIF.—Paul Jesberg, 
proprietor of The Walk-Over Shop, 
celebrated the 35th anniversary of the 
founding of this store late in August 
by completing one of the major store 
front modernization projects attempted 
this year in Los Angeles. The location 
is 716 S. Broadway. 

The two narrow entrances have been 
replaced by one broad entrance. A 
complete new modern line lay-out in 
glass has been achieved. The window 
backgrounds of prima-vari mahogany 
have been glazed in antique beige, sec- 
tionalized and given the modern touch 
by means of horizontal lines of zebra 
wood. The window floors are in fitted 
plaques covered with special materials 
in colors. 

The entire front weli above the glass 
to the second floor level has been sur- 
faced with terra cotta in beige with 
an ornamental plaster background for 
the massive, Gothic lettered, Neon sign. 

The sign and all other metal trim 
are in brush brass. The entrance vesti- 
bule floor is colorful terrazzo with spe- 


cial design, and a modern type display 
island centers the vestibule. Verd- 
antique marble, contrasting quite 
sharply with the terrazzo vestibule 
floor, has been used in surfacing th« 
entire front area below the glass. 

Interior modernization is being don: 
by sections, with the thought of inter 
fering as little as possible with the 
routine of business. 

The shop now has a width of 35 feet, 
a depth of 150 and has a mezzanine 
30 by 75 feet. The entire basement is 
used as the stock room. 

The Walk-Over Shop has had a con- 
tinuous growth. It was established in 
1900 on Spring Street at First. In 
1908 it was moved to 623 S. Broadway, 
in 1914 to 612 S. Broadway, in 1922 
to 618 S. Broadway, and finally in 1927 
to 716 S. Broadway, the present loca- 
tion. 

Paul Jesberg took hold in 1905 and 
has been the moving spirit in the 
growth of the organization from the 
small beginning to its present com- 
manding position. 





Melville Shoe Corp. 
to Open New Store 


SYRACUSE, N. Y.— Melville Shoe 
Corp. of New York City, one of the 
largest operators of retail shoe stores 
in America, has signed a long term 


lease on the double store at 411-13: 


South Salina Street, in the Mason 
Building. 

The Melville Corporation, which now 
operates the Thom McAn store for 
women in the Keith Building, will move 
that establishment to the new quarters 
in the near future. 

The new quarters of the Melville 
Corporation will have a frontage on 
Salina Street, of twenty-seven and one- 





half feet. The store has a depth of 
125 feet with a basement 66 feet wide 
by 150 feet deep which extends under 
the entire building. 





Shoe Department 
Added to Store 


ELIZABETH, N. J.—A complete shoe 
department was among the additions 
made to Fishman’s at 79-81 Broad 
Street when that concern opened its 
new Budget Shop recently. Jesse 
Hafter, who has been connected with 
the shoe trade in Elizabeth for the pst 
nine years, is in charge of the depa:t- 
ment. 
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MERCHANDISE... 


The SHOE 
lor 
The Silk Dress 


THE week of September 23rd is the 
week of "The Silk Parade," a silk pro- 
motion to be held in stores through- 
out the country. The silk dress such as 
that shown in the photograph is a 
fashion that will be greatly empha- 
sized, both for immediate wear and 


for wear under a fur coat later. 


See that your customers who buy silk 


dresses next week buy shoes to go 





with them! Promote kidskin pumps and 
ties in the brown that is worn with 
all the lovely "artist's" colors of the 


season. 


INDIES 
VODE Noe. 32 


Remember that dresses of this type will be worn through 
winter into spring, and plan your new stocks accordingly. 
Detail new town shoes in both Indies No. 32 and Marine 


Blue No. 137—the outstanding color for spring. 


STANDARD KID DIVISION 
ALLIED KID COMPANY 


209 South Street, Boston, Massachusetts 


When writing advertisers please mention Boot and Shoe Recorder 
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Women's Shoes 
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‘The iton 
Ctara B Shoe 
Best for All Active Women 


ACROBAT SHOES, INC. FARIBAULT, MINN. 


KU SH-IN-EZE 
HAND TURNED 
FOOTWEAR 
IN STOCK v 
No. 156 Black 


Kid $2.35 


VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 

















WALK TESTED 
TURNS 


4 WILL NOT GAP 
, New “SHORT BACK” Lasts 
30 STYLES Send for 
$2.40_ IN STOCK catalog 
LUMBARD SHOE CO. 
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Shoe Trees 


a ho Fe Oe 


| QUICK PROFIT ITEM - 50): 


SIMPLEX SHOE TREES Terenas. 
SELF ADJUSTING v > SN 


A Simplex 
SHOE TREE | CO. 


CHICAGO , ILL 


A Gentle Squeeze 
Inserts or Removes 


WRITE FOR 
UNIQUE 
SALES PLAN 


159 NORTH MICHIGAN AVENUE 








Shoe Man Celebrates 
86th Birthday 


BuFFALO, N. Y.—F rank A. Alger, an 
old-time shoe man of Alden, N. Y., 
celebrated his 86th birthday by driving 
his own automobile to New York City 
alone, and he now plans a trip to Michi- 
gan. 

He was on the road for Nathan & 
Fisher of Buffalo, for a number of 
years. Afterwards, he established a 
retail shoe business in Alden. In those 


days, he thought nothing of working 
from 7 A. M. to 10 P. M. During his 
long life, he has filled a number of 
public positions, including that of dep- 
uty sheriff and water commissioner 
of Alden. 
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Specialized in Riding 
Boots for 150 Years 


Cuicaco—For over one hundred and 
fifty years the name of Aiston has been 
among the leaders in the manufactur- 
ing of custom footwear, and they have 
specialized in the making of riding and 
field boots as they are made in Eng- 
land. The business was started in 1778 
in Aberdeen, Scotland, it was later 
moved to London; then it was brought 
over to this country by H. S. Aiston. 

Mr. Aiston while he was in London 
was a member of the Royal Horse 
Guards under Queen Victoria and in 
consequence his shop was extensively 
patronized by the officers of the British 
Army. When Mr. Aiston came over to 
this country he was accompanied by his 
son, W. W. Aiston, who is still actively 
connected with the business. 

As the many manufacturers of riding 
boots know, there is a knack in the 
making of riding boots that will not be 
found in any other type of footwear, 
apart from the fact that to be perfect 
they must include details that are not 
only based on traditions but have also 
found a purpose and practical use. 

W. W. Aiston and his son, H. B. 
Aiston, who are conducting the business 
at the present time have an unusual ad- 
vantage in both knowledge and experi- 
ence in the making of riding boots ac- 
quired over several generations. Their 
clientele includes many of the foremost 
horse people of America who are fol- 
lowers of polo, fox hunting, racing, 
steeple chase and shooting, as well as 
a great many of the leading military 
men of the country. 

Apart from the boots they make for 
horsemen they are designers and mak- 
ers of all other types of footwear in- 
cluding historical, uniform, costume, 
dancing, and many others. Typical of 
this is the fact that all of the boots 
on the figures in the George Harding 
museum, which is the second largest 
museum in the world specializing in the 
collection of medieval armor and 
weapons, are fitted with boots such as 
were worn in the middle ages. These 
boots were designed and made by the 
Aistons. Because many of the suits of 
armor worn by these figures cost from 
$50,000 to $150,000 each it was essen- 
tial that every detail in the making 
of these boots be perfect. 

Many years ago, when Aiston’s first 
located in Chicago, they were at 22 
North Clark Street which was then the 
best business section of the city, but as 
the city expanded and moved eastward 
they went with it, and today they are 
located at 18 South Michigan Boule- 
vard. ‘ 


W. J. Hiles New Manager 


DENVER, CoLo.—W. J. Hiles has been 
appointed buyer for the shoe depart- 
ment of the Joslin Dry Goods Com- 
pany. For several months Mr. Hiles 
has been assistant to the former buyer, 
William A. Grote, who has resigned. 
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VANTAN 


TRADE MARK REGISTERED 












A better innersole makes a 
better shoe. A better shoe 
makes a better customer. A 
better customer makes a better 
profit—for you. 








That is the reason you should 
investigate Van Tan—the origi- 
nal tannage developed to make 
cooler, more flexible, more 
resilient, better-looking inner- 
soles. 








Write us today for the facts— 
and samples. 






VAN TASSEL 


LEATHER COMPANY 
== NORWICH, CONN. 

























Before coming to Denver, Mr. Hiles 
was for five years connected with the 
shoe department of the Joseph Horne 
Company in Pittsburgh. He is highly 
enthusiastic about the possibilities of 
his department but plans no drastic 
changes for the present. Almost his 
first official act was the staging of a 
three-day promotion of the new Fall 
Enna Jetticks, a line which Joslin has 
just taken on. With the able assistance 
of Nat Berry, who covers the mountain 
territory for the Enna Jettick Com- 
pany, this promotion was unusually 
successful. 

Mr. Berry, who has a keen instinct 
for feeling the public’s pulse, reports a 
solid feeling of optimism throughout 
his territory, the like of which he has 
not felt for many years. 





George Rosen Distributes 


Frederick Lines 


BostoN—George M. Rosen, for many 
years general manager of the Mer- 
chants Shoe Company of Boston, is now 
distributing throughout New England 
the fast selling lines of fashionable 
women’s footwear made by the Freder- 
ick Shoe Company, Derry, N. H. This 
company features and carries in stock 
a line of pumps known as “Flex-ease.” 

Mr. Rosen brings to the Frederick 
Shoe Company a long and successful 
experience in the women’s style field. 
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Trade 
Literature 
New Catalogs Received 


BooT AND SHOE RECORDER is indebted 
to many shoe manufacturers who have 
sent copies of their new Fall and Win- 
ter catalogs to the Editorial Depart- 
ment of this publication. These 
catalogs are, with few exceptions, most 
interesting and attractive contributions 
to the literature of the trade, not only 
for the information they contain but 
also from the standpoint of typography, 
illustration and general appearance. 

The Brown Shoe Company of St. 

Louis, has made a notable change in 
the style of its catalog this season by 
adopting the spiral binding, which 
makes it easy for the book to lie flat 
on the desk when opened and also for 
the merchant to detach any page in 
which he is specially interested. <A 
deep maroon cover, simulating crushed 
leather, gives the book a most attrac- 
tive appearance. Enna Jettick Shoes, 
Inc., of Auburn, N. Y., is also using 
the spiral binding for an attractive 
Fall catalog. 
. The Walker T. Dickerson Company 
of Columbus, Ohio, has issued an un- 
usually striking catalog of Arch-Relief 
and Arch Lock Shoes, 11 by 17 inches 
in size, with a distinctive cover in silver 
and colors, and containing, in addition 
to unusually fine illustrations and com- 
plete descriptions, a personal message 
from Walker T. Dickerson under the 
caption “Light—Heat—Power.” 

Morris Shoe Co., Inc., of 143 Duane 
Street, New York, have issued a smart 
and interesting catalog which illus- 
trates and describes its comprehensive 
line of Children’s Shoes In Stock. 

Among the other manufacturers to 
whom we are indebted for copies of 
Fall catalogs of exceptional interest 
are the following: 

Nunn-Bush Shoe Company, Inc., Mil- 
waukee, Wis. 

Craddock - Terry 
burg, Va. 

J. Edwards & Co., Philadelphia, Pa. 

United Shoe Manufacturing Co., St. 
Louis, Mo. 

Green Shoe Mfg. Company, Boston, 
Mass. : 

Red Wing Shoe Company, Red Wing, 
Minn. 

C. P. Ford Company, Rochester, N. Y. 

P. W. Minor & Son, Inc., Batavia, 
N. Y. 

Friedman-Shelby Branch, Interna- 
tional Shoe Co., St. Louis, Mo. 

Teeple Shoe Co., Waupun, Wis. 

M. N. Arnold Shoe Co., South 
Weymouth, Mass. 

E. P. Reed & Company, Rochester, 
N.. ¥. 


Company, Lynch- 


Geo. E. Keith Company, Campello, 
Brockton, Mass. 

Billiken Shoemakers, Div. of Crad- 
dock-Terry Company, Lynchburg, Va. 
7 Menihan Company, Rochester, 
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Marshall, Meadows & Stewart, Inc., 
Auburn, N. Y. 

E. T. Wright & Co., Inc., Rockland, 
Mass. 





Endicott-Johnson Catalog 

EnpicoTt, N. Y.— Endicott-Johnson 
Corp. have issued their new Fall and 
Winter, 1935-1936, catalog of shoes car- 
ried in-stock. The booklet contains 20 
pages and was compiled by Joseph J. 
Ward, advertising manager. 


pany and the printing is by the John- 
son City Publishing Company. 

The blue embossed cover of the 
catalog contains the insignia of a hide 
bearing the motto, “Better Shoes for 
Less Money.” Under it is the notice: 
“We are cooperating with the Na- 
tional Boot and Shoe Manufacturers 
Association in continuance of maximum 
wages, minimum hours and child labor 
regulations under which the shoe manu- 
facturing industry has been operating. 
Our merchandise is 
under these conditions.” 





Northwestern Retailers to 
Hold Annual Convention 


manufactured | 





Engrav- | 
ings are by the Sun Engraving Com- | 





MINNEAPOLIS, MINN.— The North- | 
western Shoe Retailers Regional Asso- | 
ciation will hold their annual conven- | 
tion February 2, 3, 4, 1936, at the Hotel 


Radisson in Minneapolis. 


The association plans for a great suc- | 
cess for this convention due to the fact 
that the convention dates are coin- | 


cident with those of Twin Cities Mar- 
ket Week, a semi-annual event that 
draws from four to five thousand mer- 
chants from ten states. Previous con- 
ventions in Minneapolis have drawn, in 
good times, over a thousand people to 


the city and now with the coinciding | 


dates of the two events, the association 
expects to have the largest gathering 
of onlookers and potential buyers in the 
history of Twin City shoe meetings. 

Nine floors of the Hotel Radisson 
have been taken over by the association 
for the convention. All reservations 
for exhibit must be made through the 
office of the association secretary: none 
are taken by the hotel direct. An 
exhibit fee of ten dollars will be 
charged each exhibitor for the privilege 
of showing. 





Celebrates Fourth Anniversary 


SEATTLE, WASH.—The J. C. Penney 
store of this city is celebrating its 
fourth anniversary this week with a 
remarkable upturn in sales. The local 
store is making a new high in sales vol- 
ume this August and is establishing a 
leadership among the 1478 stores of 
the Penney organization, which is one 
of the largest retailers of shoes in the 
world. Record July business was 


reached last month in the Seattle store, 
and continuous business improvement 
has been marked during the first seven 
months of the year. 
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REG.U.S.PAT.OFF.”"  - 

Scientific Health Shoes 
« forChildren , 
Insure Normal Feet 
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REAL SHOES 


26 styles > > » » 
90 different séxes 
AA to D > > » » 


Genuine Goodyear 


We 1 tS » » » » 


TO RETAIL 
8: Se eer Ee ree $2.45 
LS Eee 2.95 
PE A eakvseeeeseiea 3.45 


AT A REAL PROFIT—PLUS 
TERMS 5%30 DAYS, NET 31 











JUVENILE 


SHOE CORPORATION 
OF AMERICA 
710 NORTH TWELFTH BLVD. 


SAINT LOUIS, MISSOURI 
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Dancing and Bowling Shoes | 
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We carry everything 
in dancing shoes, 
a complete line of 


Buy a Nationally Known Brand | | 
bowling shoes. 


Write for price list. = 


ROVICK THEATRICAL SHOE CO. 
Manufacturers 325 W. Madison St., Chicago, III. 











BALLET SLIPPERS 
Right and Left Lasts 
Black Kid 





$1.15 $1.10 
BROOKS SHOE MFG. CO. 
Swanson and Ritner, Philadelphie 
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Dancing Shoes and Taps 


TAP SLIPPERS 


| 
ALUMINUM TAPS | 
n Tie 1.65 | 
| 

| 

| 

| 





Black One Strap $1.60 
Kid Ribbo: 

Patent One Strap $1.70 
Leather ( Ribbon Tie 1.75 


BROOKS SHOE 
MFG. CO. 
Swanson & Ritner Sts., 
Philadelphia 














TAP 
DANCE | 
SHOES | 
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Stock 






BLACK CALF 
PAT. LEATHER 


ADOT, «8 aoe 

-B-C 2% - Saieves’ 

$1.55 A-B-C 11% -2 
$1.45 


OweENS SHOE Co. 


28 Goodhue St., Salem, Mass. 








Marvin Madison Manager 


CINCINNATI, OH10—The formal open- 
ing of Berland’s new shoe store at 18 
East Fifth Street was held recently. 
Marvin Madison is manager. J. M. Kay, 
president; F. Instrater, vice-president, 
and David Spivak, district manager, 
were present. The interior and exterior 
of the store had been entirely remodeled 
and redecorated. 

Modernistic furnishings and lighting, 
with walls of gray and green, and black 
and orange floor coverings make it one 
of the most attractive shoe stores in 
the city. There are 85 chairs uphol- 
stered in tan leather. 
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Elected Vice-President 





EARL T. BUMPOUS 


Mr. Bumpous, who for the past three 
years has been head of the design 


department of the General Shoe 

Corporation, of Nashville, Tenn., and 

as such has been responsible for the 

styling of its various lines of shoes, 

has recently been elected a vice-pres- 

ident and member of the Board of 
Directors. 
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Opens New Branch 


RocHEsTerR, N. Y.—The G. R. Kin- 
ney Company, operating 340 retail 
stores and with the head office in New 
York City, opened another of their 
stores at 74-76 East Main Street. The 
Kinney company, one of Rochester’s 
oldest shoe stores, has remodeled the 
new location with a modern store front 
and interior. The interior decorations 
bring out a very striking effect, with 
a green shade as a background for the 
walls and shelving and the floor of tile, 
in a two-tone design. The front of the 
store is constructed of stainless steel, 
finished in red mica, characteristic of 
the Kinney stores. 

A Flexlume electric sign will illumi- 
nate the front of the store. 

H. L. Noel, construction engineer for 
the Kinney company, supervised the 
remodeling. 

The company was founded by G. R. 
Kinney in 1894, at Waverly, N. Y., 
when he opened the first store. Mr. 
Kinney was the originator of the chain 
idea in popular price shoe stores. They 
manufacture a good part of their own 
shoes, in factories located in Millers- 
burg, Carlisle and Palmyra, Pa. The 
new manager, G. M. Arthur, comes to 
Rochester from their Champaign, III., 
store and is a shoeman of wide experi- 


ences. 

J. D. Smith, Eastern Division mana- 
ger for the Kinney company and R. F. 
Kendrick, district manager, have both 
been in Rochester for some time, at- 
tending to the many details pertain- 
ing to the opening of the store. 
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Elaborate Promotion 
of Scotch Brogues 


SEATTLE, WASH.—With men in kilts 
and plaids, dressed to the eyes and 
ears in Highland costumes, Feltman & 
Curme, shoe dealers here, staged an 
elaborate promotion of sales of their 
“Scotty Brogues” on the morning of 
school opening here this week. The 
Scotchmen, handing out Feltman & 
Curme literature anent the new Fall 
footwear at their store at 208 Pik 
Street, contacted a number of high- 
school girls en route to school opening. 

Near the Broadway High School, 
one of the prominent institutions 0: 
learning, the group of Scotchmen i» 
their rare garments, stood out from 
the crowd and were the cynosure of 
youngsters as well as oldsters, as the) 
presented the girls with special little 
booklets graphically depicting the 
Scotch influence in their footwear thi: 
year. 

The interesting pamphlets also car 
ried the theme of the Scotch terrier. 
the characteristics of the Aberdeen dog 
as well as descriptions of the footwea: 
featured. 


Changes in Coward Shoe 
Company 


NEw YorkK—Harry Liverman, presi- 
dent of Lane Bryant, Inc., has been 
elected president of the Coward Shoc 
Company, succeeding L. A. Leopold, 
who resigned as president of th 
Coward Shoe, Inc., Leopold Shoe Cor- 
poration, The Bender Shoe Company 
and director of Lane Bryant, Inc., ef- 
fective Monday, September 9. Mr. Leo- 
pold’s future plans will be announced 
shortly. 

Albert S. Aronson becomes general 
manager of the Coward Shoe, Inc., in 
its retail stores. He has been with the 
Coward organization for the past six 
years (except for the past six months) 
and prior to that with Stern Brothers 
of New York and Wm. Filene & Sons 
of Boston. 

D. R. Kasanoff takes complete charge 
of the Leopold Shoe Corporation, the 
Bender Shoe Company and the produc- 
tion side of the business. 


Unique Kiddie Shoe Department 


PASADENA, CALIF.— Johnson’s Shoe 
Store, 255 East Colorado Street, has 
recently been revamped, the main mod- 
ernization feature being an improved 
children’s shoe department occupying 
the entire rear of the store. This new 
modernized department occupies a spac: 
16 by 24 feet and is alive with elec- 
trically propelled animated signs. Dis 
tortion mirrors have added another in 
teresting touch. 

This store is the third one in Pasa 
dena to come under the ownership 0° 
Ray G. Johnson, the other two being 
suburban stores, but all featuring chil! 
dren’s shoes as the main department. 
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No. 4080B 





FOR SCHOOL AND PLAY 








Every boy in the Fall and Winter 
wants to own a pair of high boots. 


Are you prepared: to cash in on this 


No. 4080B—BIk. Elk 
14 in. Welt. Natural 
Retan backstay and 
buckle strap, orange 
stitching, knife pock- 
et, full velvet gus- 
set, drill lined vamp, 
nickel hooks, grain 
insole, roll top band, 
storm welt, full dou- 


business with “Original Chippewa’s?” 
You will find the efficient service of 
our in-stock department at your com- 
mand. Sized from 10 to 131,. 


No. 3071B — Choc. 
Elk 12 in. Nailed. 
One buckle strap, 
orange and_ white 
stitching, knife pock- 
et, full velvet gus- 
set, drill lined vamp, 
nickel hooks, grain 
insole, roll top band, 
pac toe, double sole 









No. 3071B 


ble oak sole, leather with full leather 


heel. 
stock E width, sizes cord outsole. Raw- 


Catalog and particulars on request 


Last 26, in- midsole and Raw- 


1-5Y. cord heel. Last 42, 
in-stock EE width, 


sizes 1-5'4. 
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CHIPPEWA SHOE MANUFACTURING COMPANY 
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CHIPPEWA FALLS WISCONSIN 














Frank W. Siebert 


SPRINGFIELD, ILL.—F rank W. Siebert, 
503 West Canedy Street, Springfield, 
Ill., one of Springfield’s leading busi- 
ness men for the last 30 years, died 
September 6, at the age of 59 years. 
Death followed a lingering illness. 

Mr. Siebert spent his career as a 
shoe merchant in this city. He opened 
his first shoe store in 1903 at 622 East 
Adams Street. Several years later he 
moved to the present location of his 
shoe store at 220 South Sixth Street. 

He was born at Altamount, IIl., 
March 21, 1876, and came to Spring- 
field in his early youth. On November 
21, 1900, he married Miss Katie Weber. 

Activities outside his shoe business 
included the position of treasurer of 
the Home Building and Loan Associa- 
tion and a board member of the Spring- 
field hospital. Mr. Siebert also was 
active in the Kiwanis club and Trinity 
Lutheran church. 

His wife; two sons, and three daugh- 
ters survive him. 





Unique Shoe Ad Position 


DENVER, CoLo.—The Fontius Shoe 
Company has scooped the city on a 
new series of ads. They appear every 
Sunday in the Denver News and the 
remarkable feature is their position, 





none other than the front page of 
the society section. 

Since time immemorial this front 
page has been reserved for pictures 
of the horsey set. So the town blinked 
its eyes in astonishment when these 
two-column, seven-inch ads began show- 
ing up every Sunday in the lower left- 
hand corner. 

Harry Fontius picked up the idea 
on a recent trip East when he saw a 
similar ad in a Cleveland Sunday paper. 
Armed with a copy of this paper he 
bore down on the advertising manager 
of the Denver News and _ finally 
emerged from the argument with a 
year’s contract for the position. Ex- 
clusive on the page, too. 

Of course, these ads feature the 
best grades. They carry the invitation, 
“Charge Accounts Solicited,” for the 
entire set-up of the ads is aimed at 
the carriage trade. Harry Fontius re- 
ports most satisfactory response. 


Florsheim Enlarges Chicago 
Women's Store 


CHIcCAGo—In order to .accommodate 
the rapidly growing volume of business 
in their women’s store, located in the 
Pittsfield Building, southeast corner of 
Wabash and Washington Boulevard, 
the Florsheim Shoe Company has taken 
on the adjacent store on Wabash Ave- 
nue, 39 North. This will give the 
Florsheim Shoe Company 17 feet ad- 


ditional frontage on Wabash Avenue, 
so that they will have 53 feet in all 
on this street and 27 feet on Washing- 
ton. 

The Florsheim women’s business has 
grown to such large proportions during 
its first year in this new location that 
the additional space is necessary in 
order to handle the trade. 

Remodeling of the store is now in 
progress and will be done in a rather 
modernistic fashion along the lines of 
their present front. When completed, 
the combined unit will make one of the 
largest and most outstanding specialty 
women’s shoe stores in the city of Chi- 
cago, at one of the most prominent lo- 
cations. 

In addition to making welt shoes with 
Feeture-Arch construction, Florsheim 
manufactures a complete line of style 
shoes under their Florette process, 
which also retail in the same price 
range. This store sells nothing but 
Florsheim shoes, with the exception of 
hosiery, bags and accessories. 


Opens Women's 
Specialty Shop 

PITTSBURGH, PA.—Morris Browdy, 
who has been operating a Family Shoe 
Store on Homewood Avenue in Pitts- 
burgh, for nearly 30 years, has recently 
opened a specialty shoe shop at 610 


Homewood Avenue. Mr. Browdy plans 
on featuring women’s shoes only. 
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Shoe Dressing 
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NO MORE TARNISHED 
SHOP WORN 
SILVER SHOES 


The new 


SHU-PRIM 


SILVER POLISH 


and repairer restores them to original 
brilliancy in an instant. Easy to use. 
Economical. Positive results. Suc- 
cessfully used by large manufacturers. 
Retails for 50 cents. FREE sam- 
ple—enough to restore your present 
stock of silver shoes—with every gross 
order of Shu - Prim 
cleaners. There is a 
Shu - Prim cleaner 
and dressing for 
every type of leath- 
er. Write today for 
trial assortment of 3 
dozen at $1.50 per 
dozen. 


SIGNAL 
CHEMICAL CO. 


791 Tremont St., Boston 














A OF 


Men's and Women's 
Slippers 


6 6 Ee 


EVANS’ SLIPPERS 

Hand Turned, Cement 
AQ or Padded Sole 

For Men, Women, Children 
A 77 Styles in Stock 


Send for Catalog 
No. 1605, 
Padded sole 
opera 
Tan and Black, 
6-12 D. 
$1.25 






L. B. EVANS’ SON CO. 








22222333399 


Wakefield, Mass. 





Shoes Sold on Credit 


CuicaGo, ILL.— The budget system 
of selling shoes has appeared in this 
city with the advent of the fall season. 
I. Miller used large space in the dailies, 
recently to announce a new extended 
charge account service for shoe buyers. 
Charges may be spread over a period 
of three months on the buyer’s own 
terms upon arrangement with the credit 
manager. Any employed woman is 
eligible for credit under the new plan. 
Application blanks asking for credit 
are sent to customers upon receipt of 
mail, telephone request or personal call. 


Paul Allen Ebbs Heads © 


Legion Post 


St. Louis, Mo.—Paul Allen Ebbs, 
advertising manager of the Swope Shoe 
Company, St. Louis, was chosen com- 
mander of the Advertising Club, Post 
192, of the American Legion, when the 
new Post, composed exclusively of 
members of the Advertising Club of 
St. Louis, completed its organization at 
an election the evening of Friday, Sep- 
tember 6. 





PAUL ALLEN EBBS 


The men are now active in the role 
of guests to many Legionnaires, arriv- 
ing for the annual convention of the 
American Legion, to be held in St. 
Louis the week of September 23. 

Mr. Ebbs has had an outstanding 
career in the Advertising Club, espe- 
cially in connection with memberships 
and as Entertainment Chairman, to 
which office he has several times been 
reelected. For a number of years he 
has been associated in the Swope Shoe 
Company with his father, Arthur E. 
Ebbs, who is vice-president of the St. 
Louis retail house. 


Suede Leading by Wide 
Margin at Robinson's 


Los ANGELES, CALIF.—In dress and 
street shoes suede, both as an all-over 
material and with reptile or calf trim, 
is leading by a wide margin at the 
J. W. Robinson Company’s department 
store, according to Paul Kirsh, buyer. 
Reptile trim is more popular than calf 
trim so far and probably will hold its 
lead during the early Fall period, 
which Mr. Kirsh thinks of as extending 
from August 15 to October 31. 

The material next in importance for 
dress and street shoes is kidskin, both 
patent and reptile being used in trims. 
A light weight baby calf claims third 
place and all-over alligator comes in 
fourth. Fabrics are not being pushed 
particularly for daytime wear as yet 
but will have their big inning later. 

Patterns for street and dress wear 
most popular are ties and oxfords (any- 
thing up to 2 eyelets being classed as 
a tie), and the sabot type one-strap 
is making an outstanding appeal. The 
built-up silhouette pump is important 
as is also an extremely plain, trim 
pump. 

Wide variety is seen in heels, insofar 
as height is concerned, but cubans and 
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continentals ranging from 14/8 to 18/8 
have the center of the stage. The built- 
up leather heels colored to match the 
shoe are in good favor. 

Extreme decorative effects are not 
in the picture particularly, the style 
coming largely from the trim dress- 
maker effects. 





New Sears-Roebuck Store 


OMAHA, NEB.—A new shoe store for 
men and boys was added to Omaha 
when Sears-Roebuck opened their new 
store in South Omaha the last week 
in August. It is located at 4709 South 
24th Street. 

The shoe department is located on 
the main floor, directly opposite the 
main entrance. E. J. Smith is man- 
ager of the department which is 
equipped with new fixtures. 

This store promises to do an excep- 
tional business as it is located in the 
center of the South Omaha business 
district and will cater to the business 
of live stock shippers to the South 
Omaha market, second largest in the 
world. Additional business is expected 
in this section of Omaha as soon as the 
new South Omaha bridge across the 
Missouri River is completed this Fall. 
This bridge will divert the live stock 
trucking business which comes from 
Iowa from the uptown district of 
Omaha directly to the South Omaha 
district. Heretofore all live stock men 
had to go through the main part of 
Omaha to reach the market. 








| 
| WANT NEW IDEAS? 
|GET THIS BOOK! 








The 50 good ideas in this new 
book dramatize the selling points 
of new Fall shoes — men’s, wo- 


men’s and children’s. 50 IDEAS; 
50 ILLUSTRATIONS. 


50 iveAs for s 
FALL SHOE 





PROMOTIONS 


‘BOOT AND SHOE RECORDER 


239 W. 39th St., New York, N. Y. 


Enclosed is one dollar. Send me 50 
FALL PROMOTION IDEAS. 


Orders without remittance will 
- be sent C.0.D. plus postage. 
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M. E. Houser New Manager 


Los ANGELES, CALIF.—M. E. Houser, 
who was manager of the Nettleton 
store at 432 West Sixth Street for 
several years, is the new manager of 
the Nettleton department in the Mullen 
and Bluett store at West Sixth Street 
and Broadway, succeeding Earl Haney. 
Mr. Haney has gone to Seattle and will 
act as traveling representative of the 
Hood Rubber Company in the northwest 
section. Mr. Haney had been with the 
Mullen and Bluett Company for two 
years. 


New Stylist for J. Goldsmith 


and Sons 


MEMPHIS, TENN.—E. H. Hilliard, 
stylist and fashion authority on foot- 
wear for women, has joined the staff 
of J. Goldsmith and Sons Co. shoe de- 
partment. He has been associated with 
shoe departments in Memphis and other 
cities. 


Wooten is Manager 


HOLLYWOOD, CALIF.— Harry W. 
Wooten who was manager of the Net- 
tleton department in the Matthess-in- 
Hollywood men’s store for several 
years, when that store was in opera- 
tion on Hollywood Boulevard, and who 
more recently has been connected with 
the Florsheim store, 6440 Hollywood 
Boulevard, has been appointed man- 
ager of the Nettleton department in 
Roos Brothers’ fine men’s store at 6320 
Hollywood Boulevard. Mr. Wooten 
succeeds Lee Taylor who was manager 
of the department for five years but 
who has now gone into the insurance 
business. The amount of stock carried 
in the department has practically been 
doubled in the last two months. 


W. Kempf in New Position 


Los ANGELES, CALIF. — Bill Kempf, 
who has been connected with Paul Jes- 
berg’s Walk-Over Shop for 23 years, 
in’ recent years serving as advertising 
manager, has accepted a position as 
advertising manager for The Innes 
Shoe Company. Phil Griffis, who has 
been with the Walk-Over Shop at Oak- 
land for many years, has accepted a 
position with Mr. Jesberg and will take 
over gradually the work formerly done 
by Mr. Kempf. 


C. L. Featherstone at Buffum's 


Lone Beracu, Cauir.—Charles L. 
Featherstone, Jr., formerly with the 
Wise Department Store here, is the 
new manager of the basement shoe de- 
partment in Buffum’s, largest depart- 
ment store in the city. The department 
has been rearranged, and stress is now 
being placed on the style angle. The 
shoes have been sectionalized in. two 
price ranges, $2.98 and $3.98. 















































WORLD'S 
LONGEST 
WEARING 
HEEL --- 


“Twice the wear”—“Greater resiliency” —‘Non-dirt tracking 
tread”—These are qualities Panco Sta-Tite Heels deliver in 
full measure—qualities that help sell shoes and make pleased 
customers. With all their exclusive patented advantages, 
Panco Sta-Tite cost no more than other standard quality 
heels—and with their talking points deliver the biggest heel 
value on the market. 


PANTHER PANCO CO. cHdELsEA, mass. 
PANCO 


ta-lite 


HEELS 


U. S. Pat. 
No. 1,998,988 















































TYPICAL OF 


VALUES 


STYLED FOR YOUTH 


* 
BRETAU, shown 
above, is a distin- 
guished five-eyelet 
oxford of brown suede 
and kid, priced to re- 
tail at $8.75. In style, 
quality and value, 
it is typical of the 
complete fall line of 
FENMORE shoes for 
women. Take advan- 
tage of the oppor- 
tunity offered by this 
genuinely high- 
fashioned footwear 
at a volume price. 


* 


SBICCA, 


22nd AND MARKET STS., PHILADELPHIA 


EMPIRE STATE BUILDING, NEW YORK | 
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Ribbed Picnic Cloth Popular 


Los ANGELES, CALIF.—Ben Willens, 
buyer for The Columbia, large depart- 
ment store at Ninth and Broadway, 
is experiencing a demand for the new 
ribbed picnic cloth. One wide strap 
number, made of this material, in blue 
with a diamond designed cloth trim, 
light gray lines marking off the dia- 
monds, has proved especially popular. 
This is one of the highest priced num- 
bers in the store and it has been neces- 
sary to re-order several times. The 
ornamental but plain side buckle has 
added much to its popularity. 

Black has been a most decided leader 
among suedes in the Columbia. A wide 
saddle strap number with large harness 
buckle and with a black, baby calf trim 
has found high favor. Black in this 
number has outsold brown three to one. 

A surprise to Mr. Willens has been 
the unexpected demand for all-over 
patent oxfords. It has been some time 
since these were in demand before. The 
rather high cut, three-eyelet number 
has been re-stocked. Another all-over 
patent oxford with a narrow silk braid 
trim has met with much response. All- 
over patent pumps have been good 
sellers all Fall. Black is the leader 
in patents but some browns are also 
sold. 

Gypsy vamps, that is, both ‘ties and 
pumps, with a distinctive seam dividing 
the vamp into two equal parts perpen- 
dicularly, have not been slow at all and 
have been re-ordered. 

Suede with a genuine water snake 
trim on the heel, quarter, tip, and sad- 
dle, a chain lighting design worked 
into the pattern, has met with consider- 
able favor in both black and brown 
with blue trailing. 

Mr. Willens is quite enthusiastic 
about his “pretzel trim.” This num- 
ber is a suede with a baby calf trim, 
the narrow strips of calf locking into 
each other on the vamp in eccentric 
curves after the fashion of an orthodox 
pretzel. It happens that this number 
shows up the best in brown and there 
is where the volume has been to date. 

The fine shoe department in this 
store, Mr. Willens states, in August 
ran more than 25 per cent above 
August, 1934, while July, proverbially 
the slowest month, ran 45 per cent 
above. September to date gives 
evidence of going from 50 to 60 per 
cent above last September. 


High Cut Shoe More Popular 


New ORLEANS, LA.—The high cut 
shoe that received its start in New 
Orleans last Spring is more definitely 
in the running this Fall. The Imperial 
shoe store introduces the continental 
silhouette in an I. Miller high cut ox- 
ford in trimmed suede, with a low but 
graceful turned walking heel. The 
side strap, a favorite sports and street 
shoe, is featured in another I. Miller 
creation of suede with tip and foxing 
of alligator. The strap buckles to the 
side and the walking heel is leather. 
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New Shoe Stores Opened 


BrockTon, Mass. — The Enterprise 
Department Store, Inc., a new concern, 
has opened its doors with large men’s, 
women’s, and children’s shoe depart- 
ments. Popular priced stock is fea- 
tured with opening specials ranging 
between $1.38 and $1.88, with a chil- 
dren’s special at 64 cents. Frank 
Pearlmutter is manager of the shor 
departments. 

Opening also in the new Enterpris 
Building, which houses the departmen: 
store, is a new W. L. Douglas Shoe 
Store, operated as an_ independent 
store, but occupying space in the build 
ing. Here Fred E. Aitken of Haver- 
hill, Mass., has been made manager 
and Russell Pope of this city, assistant 
manager. Mr. Aitken has been asso- 
ciated with Douglas stores for 15 
years. 

The new Douglas store is finished 
with mahogany, paneled with gun 
wood, with a ceiling of eggshell blue 
and side walls of deeper blue. 

As an opening special, an air-trave! 
bag is being offered with the purchase 
of men’s shoes and an electric clock 
with the purchase of ladies’ footwear. 


Edwards Store Opens 


BIRMINGHAM, ALA.— The Edwards 
Shoe Store is a new store which has 
opened for business at 1913 Third Ave- 
nue in North Birmingham. About 
$10,000 was spent remodeling the store 
in modernistic style. Officers of the 
company are Sol I. Yudelson, presi- 
dent; John Johnson, store manager, and 
Morris Gordon, advertising manager. 

The Edwards Shoe Company has 
stores in principal Southeastern cities. 
with headquarters in Atlanta, Ga. 


Increases Output 


BROCKTON, Mass.—The Ideal Shoe 
Co. of Brockton has secured a permit 
to run five and one-half days a week 
from the Brockton Brotherhood, and 
it plans to increase from 3000 to 4200 
pairs of shoes daily. The Fisher Shoe 
Co. of Randolph has asked for a like 
permit, planning to increase from 2400 
to 3000 pairs daily. Both firms make 
men’s popular-price shoes. Hitherto, the 
Brotherhood has stood firmly against 
permits to work Saturday mornings. 


Home Fitting Service 


LOUISVILLE, Ky.—Byck’s shoe depart- 
ment for children is showing quickness 
in meeting a difficult situation. Owing 
to the infantile paralysis epidemic in 
Louisville, health authorities have de- 
layed the opening of schools and asked 
parents not to take their children in 
crowds. This necessary measure pre- 
vents the usual Fall shopping for chil- 
dren. To obviate it, Byck’s has inst'- 
tuted a Home Fitting Service, by which 
children can be fitted with shoes at 
home by appointment made over the 
telephone. 
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New Shoe Center Planned 


BEVERLY HILLS, CALIF.— Beverly 
Hills is to have a real “shoe center.” 

With the completion of a fine new 
business block at 6973 Santa Monica 
Boulevard, December 1, two new shoe 
stores will be established immediately 
beside the beautiful Woolfelt-White 
shoe store. 

One of these will be the third chil- 
dren’s shoe store in the Los Angeles 
area to be established by Abe L. Green- 
berg under the name of “Green’s Chil- 
dven’s Store.” This store, like the 
other Green’s stores, will specialize 
only in quality footwear and will be 
supervised by Mrs. Greenberg. In 
tvpe and architecture it will be 
very similar to the fine Green’s store 
on Wilshire Boulevard. It will have a 
25-foot front and be modern in every 
detail with one of the most attractive 
salons on Santa Monica Boulevard. 

Hamilton’s Men’s Shops, Inc., will 
establish a fine shoe store for men in 
the same building adding one more 
unit to the chain of a dozen or more 
stores operated by this company which 
has been in business for nearly 40 years 
in southern California. The store will 
be fitted out along modern lines and 
only quality merchandise will be 
handled. 

This completion of this project, 
therefore, will give the fast growing 
Beverly Hills area one of the finest shoe 
stores for women, one of the finest for 
children, and one of the finest for men 
all side by side. All will be in readi- 
ness for the Christmas trade. 





New Streamline Salon 


ROCHESTER, N. Y.—An entirely new 
departure in retail store decorations, 
was inaugurated this week, when 
David’s store, at 211 Main Street, East, 
was formally opened to the public. 
David’s store introduces for the first 
time in retail store history, “stream- 
lining” as a decorative theme. Taking 
its inspiration from the streamline 
theme that dominates today’s indus- 
trial design, the “Streamline Salon” 
gives an impression of speed, action 
and modernity. 

Many merchants, stylists and ap- 
parel leaders from New York and other 
retail centers were present at the 
opening and expressed themselves as 
of the belief that David’s “Streamline 
Salon” is a pioneer in the decorative 
motif that must sweep the retail world. 

A central display case takes its de- 
sign inspiration from the Burlington 
Zephyr, speediest train in the world. 
Chromium and wood are used in the 
same manner as in the modernistic 
salons of The Normandie, newest queen 
of the seas. Wide aisles give an im- 
pression of spaciousness and easy ap- 
proach to the show cases. Indirect light- 
ing plays up the modernistic design 
and the light tones of the decorating 
schemes. 

Miss Zara Manson, stylist and buyer 
from New York headquarters, _ was 
here for this special occasion. S. Birn- 
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field, manager, was presented with a 
handsome floral bouquet. William L. 
Phillips, architect for the J. Foster 
Warner Company, did the decorating. 
Also present at the opening, was H. 
Israel, owner of.the David’s stores and 
William R. Stearns, sales promotion 
manager. 





A. O. DAY WITH BROUWER 
SHOE CO. 





A. O. DAY 


Milwaukee, Wise.—A. O. Day is now with 
the Brouwer Shoe Company. After serving 
the R. H. Fyfe Shoe Company for 28 years, 
twenty-two of which were as general manager, 
he now comes to.this city where he will have 
entire supervision of the entire Brouwer store, 
working directly under S. J. Brouwer. 





Sport Shoes Double Sales 


Des MOINES, Iowa—Sports shoes are 
going over twice as heavy this season 
as usual, according to John Corcoran, 
vice-president of Panor Shoe Stores, 
Inc. This includes 9/8, 12/8 heels and 
flats. 

Green has been receiving remarkable 
attention from the Panor customers 
this Fall, and has been given special 
promotion. Suedes and _ gabardines 
are the big story thus far, with blacks 
and browns receiving the staple de- 
mand. On the whole the Fall business 
has been ahead of the volume last year 
in the Panor stores, according to Mr. 
Corcoran. 

A new store of the Panor group was 
opened in Cedar Rapids, Iowa, Sep- 
tember 16, the only unit in that town. 
Panors now operate 12 stores including 
the new member. 





New Department Created 


SEATTLE, WASH.—Harry Perkins has 
created a new department to his fash- 
ionable feminine footwear salon on 
Fifth Averiue. This is a “Little Shop,” 
or shop within a shop, which features 
his own selection of footwear for 
smaller feminine budgets. Some of 
the most exclusive shoemakers of the 
country have contributed to the stock 
and styles of this new “Little Shop,” 
created for the commencement of a 
larger Fall season. 





| New York Office: 
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RIDING 










BOOT 


DONNELL 


American Pioneer Boot Manufacturers 
are happy in the knowledge that their 
Aristocrats grace the shelves of the out- 
standing Shoe and Department stores 
of the country. From their frequent size 
up orders we know that ‘Aristocrats are 
proving profit makers to them. Truly 
they are “the finest Boots made” to earn 
such recognition. 











The 
Most Complete 
Riding 
and 
Military 
Boot Line 
in 
America 
With Riding, Field 
ae ee and Jodphur Boots 


for Men, Women 
and Children. 


New Boots in Stock 


Write today for complete information 
on the new popular priced Boots re- 


| cently placed in our Instock line. 


The O'Donnell Shoe Co. 
Humboldt . Tenn. 


Marbridge Bldg. 


531 






































































Page 62 


CLAWIFIED ann WANT A 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 
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SALESMEN WANTED 


LINE WANTED 


HELP WANTED 





ALESMEN — Experienced selling _ volumes 

popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot & ae a 
239 West 39th Street, New York, 


WANTE D—Line of men’s and boys’ popular 
priced shoes for New England, by a young 
man with 15 years’ experience, pleasing person- 
ality and a great worker. Address E-420, care 
Boot & Shoe — 239 West 39th Street, 


REDIT Man Wanted—for N. Y. wholesale 

shoe firm. Must have experience. State 
age, references and experience. Address E-423, 
care Boot & Shoe Recorder, 239 West 39th St., 
New York, ¥. 





SALESMEN wanted for East, Middlewest, and 
Pacific coast, by factory making stitchdowns, 
prewelts, and growing McKay welts. Commis- 
sion basis only. Sideline salesmen not wanted. 
In answering give full details as to present, and 
prior connections, trade called on, age, and 
whether car is owned. Address E-411, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, Zz. 





WANTED: Established Chicago wholesaler of 
Mezx’s, Boys’ and Children’s popular-priced 
shoes and slippers desires salesman for sur- 
rounding states. Strictly commission. Address 
E-413, care Boot & Shoe Recorder, 239 West 
39th Street, New York, =. 





ANTED. Salesmen all territories west and 

south of Ohio. Unusual values children’s 
shoes and sandals popular prices. Making plans 
now for spring. Commission only. Non-conflict- 
ing lines considered. Only experienced men 
with following need apply. Stock and Volume 
proposition. Address E-419, care Boot & Shoe 
Recorder, 209 So. State Street, Chicago, III. 





ANTED. Live salesman for Indiana and 

Ohio. Strong line children’s stitchdowns. 
All details first letter. Wonderful proposition. 
MARVIN H. SHAPIRO SHOE CO., 116 S 
WELLS ST. CHICAGO, ILL. 








POSITION WANTED 


B UYER-MANAGER for better grade women’s 
shoe department—Age 33—Married—Excel- 
lent references. Address E-416, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








HOE MAN—Progressive, Capable, Desires 

position that affords opportunities. 20 years’ 
Experience as retail salesman. Buyer-Manager, 
Card Writer and Window Trimmer. Age 37. 
Will consider any reasonable offer if position has 
possibilities. Highest References. Address 
E-421, care Boot & Shoe Recorder, 209 So. State 
St., Chicago, Il. 


Foot Correctionist and Expert Shoe Fitter, 
34, married, Licensed Orthopedist, 14 years’ 
experience, desires connection as Manager of 
Health Shoe Store or Department. Can give 
best of references. Address E-422, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 











New York, 
HOTEL 


Peentiae 


in Saint Louis 
NINTH a WASHINGTON 








@ This beautiful 


new hotel is located in 


the business, theatre and 
shopping center of the 


city. Garage service. 


e Iwo 


FAMOUS RESTAURANTS 
Coffee Grill... The Rathskeller 





Visitors who know 5 
St. Louis stop at the o 


Wie am 


Wh. F. VICTOR, MANAGER 


pe CaS — 


WANTED TO PURCHASE 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 
References: I. Miller, ag Geller, Beek, 
Saks—5th Avenue, Melville, Bostonian, etc. 

BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








WE BUY 

Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
bee oe Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, “hte 

IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 

Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
wy L.A ow surplus or ie stocks of shoes 
manufacturers, jebbers or llers 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., 


106 Duane St. New York 
Phone Worth 2-5377 and 5378 














Ads Stress Style‘and Quality 


copy stresses style and quality withou 


son Pirie Scott & Co. 





CHICAGO, ILL.—Several Chicago shoe 
houses of the conservative type are 
using large space for institutional ad- 
vertising, entirely without prices. The 


t 


reference to comparable values in 
money. The leaders in the movement 
are O’Connor & Goldberg, F. E. Foster 
& Co., and the shoe department of Car- 





mum charge 75 cents. 


address should be counted. 





When a box number is desired twelve words should be added for the address. 


CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 


In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 
f= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “peg 
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Merchandising Aids 


These items will help you to effect a 
professional window trim. 


Clip Holders This adjustable clip tilts at 
for Price Tickets any angle. It may be placed 
anywhere on the shoe, or on 
the floor. It is non-rustable. 


One Gross @ $4.00 
Half Gross @ $2.25 














The Polly Shoe Holder is 
perfect for displaying the 
soles of golf, arch, branded 





and fibre-soled shoes. Will 
not fall over. paar 
isplay 
One Dozen @ $3.00 Shoe Holder 


Half Dozen @ $1.65 


(Check with order, please, unless C.O.D. preferred) 


BOOT AND SHOE RECORDER 
Merchants Service Department 
209 South State Street, Chicago, Ilinois 

















BUSINESS OPPORTUNITY BUSINESS OPPORTUNITY 








i MAKE ARCH SUPPORTS TO ORDER 


from an exact wax impression of each foot made on the Technoped 
—a new device that eliminates all guess work in foot correction. 
Supports are light, perfect fitting and comfortable. Can be made by 
you in 15 minutes. Technoped machine, equipment and complete 
course of instruction at low cost. Write 


TECHNOPEDIC INSTITUTE OF FOOT CORRECTION 
671 BROAD ST. NEWARK, N. J. 

















LINE WANTED LINE WANTED 


MINNESOTA JOBBER WANTS SHOE LINES 
WANTED—Lines of Women’s, Men’s and Children’s Shoes in com- 
plete price ranges, by aggressive, financially responsible footwear 
jobber covering Minnesota, Northern Wisconsin, Michigan Penin- 
sula and North and South Dakota. 


Address E-424, care Boot & Shoe Recorder, 239 W. 39th St., New York, N. Y. 


























Goes to California 


DetrRoIT, MicH.—Clarence Healey, as- 
sistant manager of the French, Shriner, 


Winkelman Department 
Discontinued 





Los ANGELES, CALIF.—The Winkel- 
man shoe department, operating since 
February as a concession in the beau- 
tiful new Myer-Seigel store here at 
Seventh and Olive Streets, was dis- 
continued recently. Future plans of 
this company in the Los Angeles area 
have not been announced. This was 
the only down-town Winkelman depart- 
ment in the city. 


& Urner store on Washington Boule- 
vard, left recently for California for 
about two months’ vacation. He may 
establish a connection with the same 
firm there and remain in California. 

Mr. Healey’s daughter, Joy, now five 
and a half years old, is a professional 
dancer in Hollywood, and was to have 
an audition this week for work on the 
screen with RKO Pictures. 








Page 63 


Don’t try to sell up-to-the-minute shoes In an 
out-of-date shop. Modernize with HOWELL 
CHROMSTEEL chairs and fitting stools! 
They are smart and economical too. 


T@ann 


CHARLES JLLINOTS 


MERCHANTS’ NEEDS 








A PHENOMENAL SUCCESS 


3 
animals 


00'si$ (AINO) NOU! GNVH 










oo'se$ 
NOU! GNVH HLIM 3JNIHOVAN 
OS'87$ HYOA MIN “8 ‘O “4 





THE ‘DUNDE SHOE RESHAPING 
MACHINE 

A Sensational Shoe Reshaping Machine. 
Practical for conforming of shoes. Eco- 
nomical operation. Eliminates slipping at 
heels, gapping at sides. Practical for 
every fitting need. Dealers eVerywhere 
are satisfied users. Send for catalog. 


DUNDE SHOE RESHAPING DEVICES, INC. 
13 EAST 37th ST. NEW YORK, N. Y. 











Sam Glass Heads Department 


ORLANDO, FLA.—Sam E. Glass has 
been appointed head of the shoe de- 
partment of Swan’s, 35 West Church 
Street. Mr. Glass was formerly con- 
nected with the Yowell-Drew Co., and 
is a graduate of Dr. Scholl’s foot com- 





fort school of Chicago. 
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New Store Well Received 


ATLANTA, GA.—Crowds taxed the ca- 
pacity of the clerks at Connie’s, the 
new Atlanta store of the Wall Shoe 
Company, at its opening here on Sat- 
urday, Aug. 31. The store, at 160 
Peachtree Street, N. E., occupies one 
of the best business corners in the 
city, and is 33 feet wide by 80 deep, 
running through to Carnegie Way. 

The interior has been finished in 
canary yellow, with shelves of coffee 
color, trimmed in maroon. An extra 
large sales force, consisting of eleven 
salesmen and seven salesgirls, had their 
hands full with the crowds who came 
to the opening, and the 54 chairs with 
which the store is supplied were kept 
full throughout the day. 

S. Reynor is southern district super- 
visor and manager of the store with 
Ben Kaplan as his assistant manager. 

























Alex Raskin Opens Second Store 


SAVANNAH, GA.—Alex Raskin, well- 
known shoe man and for many years 
in the retail shoe business in Savannah, 
has opened his second retail store at 
101% West Broughton Street, in the 
heart of the downtown retail shopping 
district. The new store adjoins Raskin’s 
Shoe Store, which is also operated by 
Mr. Raskin. 

Alex’s shoe store carries popular- 
priced men’s shoes only, while the other 
store handles women’s and children’s 
shoes exelusively. 










Displays Historical Shoes 


ALBUQUERQUE, N. M.—A unique dis- 
play of historical shoes was one of the 
display hits during Albuquerque’s Gold- 
en Jubilee. More than 50 pairs of boots, 
shoes and slippers, some dating back 
to the days of the American Revolu- 
tion, were in the exhibit shown by 
Given Brothers shoe store, Walter J. 
Kavanaugh, manager. 

They were part of an exhibit by 
United Machinery Corporation, at the 
Chicago Museum of Science and In- 
dustry. 





















Bullock's Takes on New Line 


Los ANGELES, CALIF. — Bullock’s 
downtown store announces that it has 
taken over the distribution of Parlante 
shoes, which it is retailing in Los An- 
geles at $14.50. The numbers presented 
in the first showing tend toward the 
classical and toward simplicity in de- 
sign. All-over kids, all-over suedes and 
combinations of the two lead in the dis- 


plays. 





















BOOTS AND SHOES 


AGROBAT SHOES. IMC... Faribault, Minti... 6c. 3... ee ieee cee pene 
BEACON FALLS RUBBER CO., Beacon Falls, Conn. .............00 200555. 
OS SS eee rere Reon GSAT 


BROOKS SHOE MFG. CO., 
CAMBRIDGE RUBBER COMPANY, Cambridge, Mass. ...... 
CHIPPEWA SHOE MFG. CO., Chippewa Falls, Wis. .... 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass. ..... 
CURTIS-STEPHENS-EMBRY CO., Reading, Pa. .. 


ki ft csc cicsvceceveseweevs 


EDWARDS, J., & CO., INC., Philadelphia, Pa. .... 


ENDICOTT-JOHNSON CORP., Endicott, N. Y...... Re aks Gene ee 


EVANS’ SON, L. B., CO., Wakefield, Mass................ 


Pee NIE GO, CUICAGO, Wen. os cc cece c ster eres tae wenie nt venmis bene 


GILBERT SHOE CO., THE, Thiensville, Wis. ..................... 
GREEN SHOE MFG. CO., Boston, Mass. 

GREGORY & READ CO., Lynn, Mass. .... 

HANNAHSON'S SHOE CO., Haverhill, Mass. 


HOOD RUBBER COMPANY, INC., Watertown, Mass. RM oe yee cae 


JUVENILE SHOE CORP., St. Louis, Mo. ... 
KIRKENDALL BOOT COMPANY, Omaha, Neb. 


Societe 52, 


Back Cover 


LAIRD, SCHOBER -& CO., Philodelphio, Po.....................cccccccccceeeee 


LUMBARD SHOE CO., Auburn, ae 
MINOR, P. W., & SON, INC., Batavia, N. Y. 


MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass. Fe % RMA. | 


O'DONNELL SHOE CO., Humboldt, Tenn. 

OWENS SHOE CO., Salem, Mass. .. Satie, 
ROVICK THEATRICAL SHOE CO., Chicago, —..... 
SBICCA, INC., 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo. .. 


VAUGHAN-TOWLE CO., Wakefield, Mass................. an aoe 


WINTHROP SHOE COMPANY, St. Louis, Mo. ...............220.. 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., Boston, Mass., and New York City.................... 
AMALGAMATED LEATHER COS., Wilmington, Del...................... 


EAGLE-OTTAWA LEATHER CO., Gread Haven and Whitehall, Mich. 
EVANS, JOHN R., & CO., Camden, > So ee 
GOODYEAR TIRE & RUBBER CO., Akron, O. .... 
HUBSCHMAN, E., & SONS, Philadelphia, ae 

KISTLER LEATHER COMPANY, Boston, Mass. 
PANTHER-PANCO CO., Chelsea, Mass. ...... Pek es 
SURPASS LEATHER CO., Philadelphia, Pa. .......... 

VAN TASSEL LEATHER CO., Norwich, Conn... 


Philadelphia, EE ER gn age ee 


54 
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48 


.3rd Cover 


. 28, 


29 
23 


- 2nd Cover 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


DEL-MAC SHOE PROCESS CORP., New York wn cot 
HOOKLESS FASTENER CO., Meadville, Pa. 

LITTLEWAY PROCESS CO., Boston, Mass. .. 

SIGNAL CHEMICAL CO., Boston, Mass. ... 
SPAULDING FIBRE CO., No. Rochester, N. H. 


UNITED SHOE MACHINERY CORP., Boston, Mass....... SERENE Fee ice a 


SHOE ACCESSORIES 
SIMPLEX SHOE TREE CO., Chicago, Ill. 


STORE EQUIPMENT 
DUNDE SHOE RESHAPING DEVICE, New York City. 


GRAND RAPIDS STORE EQUIPMENT C CO., Grand J Repids, Mich. ae - 


HOWELL MFG. CO., St. Charles, Ill. 


MISCELLANEOUS 


BARIS SHOE COMPANY, New York City.......0....00.00.00 00000000 ce. 


HOTEL COMMODORE, New York City . 
HOTEL LENNOX, St. Louis. Mo. ....... 


IRVIN RUBIN, New York City.........................00000 cece eee le, 
INC., New York Goan ge er eve R ONT Re ER 


KIRSCH-BLACHER CO., 
TECHNOPEDIC INSTITUTE, Newark, N. J. 


32c 
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REG.U.S. PAT. OF F. 


GLORIFIES THE 
CORRECTIVE SHOE 


“So good-looking it's hard to believe they're cor- 
rective,” says the great legion of women who 
are enthusiastic buyers of Treadeasy Shoes. 
And it's true. Their scientific design and com- 
fortable construction insure perfect foot health 
.. yet they're smart and flattering as any femi- 
nine wearer could wish. 


Treadeasy Shoes for Fall feature all the newest 
footwear trends, among them the modish and 
smart baby alligator trim. They're all IN STOCK 

. ready to reach you promptly through our 
quick delivery service. 


Write for our new catalog showing—Treadeasy 
Shoes IN STOCK. 


The SONYA The JULIANA 


No. 664—-Brown Kid, Genuine Baby No. 645—Brown Kid, Genuine Baby 
Alligator Trim, 16/8 Peg Leather Alligator Trim, Longitudinal Arch 
Heel. Sizes AAA-C, 34/9... .$5.10 Seaiee Saddle. Sizes AAA-C 


The VICTORIA 
No. 6072—Brown Kid, Genuine Baby 
Alligator Trim. Sizes AAAA-D, 


3 

No. 788—Black Duil Kid, Genuine 
Calcutta Lizard Trim, Leather Fost. 
Sizes AAAA-D, 3%/9 $5.10 


NEW YORK CITY SALES OFFICE - - 944 MARBRIDGE BUILDING 


Vol. CVIII, No. 4, BOOT AND SHOE RECORDER, published every Saturday by Chilton Company (Inc.). Chestnut and 56th Sts., Philadelphia, ~ ated as second class 
ma hed November 23, 1932, at the Post Office in Philadelphia under Act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 











pee and men who sail them must prove themselves seaworthy and fitted for 


responsibility. Captains of industry and business must have as equally exact 












knowledge of their position in markets as mariners on the sea. They rely only 


upon proven results. 


Security rides with the purchase of something proven for dependability. You have 


that reliability in Levor’s white washable kid leather . .. “THE WHITEST WHITES.” 


60 years of tanning experience and over a generation of specialization in whites 


throughout each year furnish proof of the entire trade’s satisfaction with the 





salability and service of Levor white washable kid. 





Re bUABILIT ¥ 


proven by yearly-increasing sales, totaling more than 








a hundred million pairs of Levor white kid shoes 
during the period of specialization. 


TRS WRITES? Wirlitas™ 


The triumph of specialization and the safest source of 





profits for shoe retailers and manufacturers. 


@. HsEVOR CO.» ONC, 


GLOVERSVILLE NEW YORK 
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CARLISLE presents 


Nie Om On en. fy.) t- 
ADVANCE STYLES 






Stock No. 102—$4.85 
Black Sandor = and Patent 
rim 


Stock No, 103—$4.85 
Brown Sandor = and Patent 


660 Last—20/8 ‘Cont. Cell Heel 
Sbicca Construction 


29 smart and attractive styles in 
a profitable line that features the 
newest leathers and colors. Step 
up profits with Carlisle Style 






Stock No. 100—$4.95 
Stock No. 116—$4.95 and value. Genuine Black Malay Reptile and 
Black Tic-Tac-Toe Pat. Trim 5 Patent Leather Trim 
Stock No. 117—$4.95 Six of our finest numbers . . . but Stock No. 101—$4.95 
Brown Tic-Tac-Toe ra. ee see them all. Write for our In Genuine Bro. Malay Reptile and 
660 Last—20/8 Cont. Hee ves Patent Leather Trim 
Sbicca Construction Stock folder—it's an authentic 687 Last—17/8 Cont. Heel 





Shicca Construction 


guide to new fashion. Order now 
for immediate delivery. 

The shoes illustrated here 

are carried in the following 

size ranges: 

AAAA 6 to 9 A4 to 9 

AAA 5 to 9 B 3 to 9 
AA 4 to 9 4 to 8 








Stock No. 114—$4.95 
Black Kid and Gabardine 
oon" No. 115—$4.95 
Kid and Gabardine 
679° Last—19/8 Cont. Cell Heel 
Shicca Construction 


Stock No. 106—$4.95 
Black Tic-Tac-Toe Pat. Trim 
Stock No. 107—$4.95 _ 
Brown Tic-Tac-Toe Pat. Trim 
671 Last—20/8 Cont. Heel 
Sbicca Construction 





Stoc 104—$4.95 
Black Sar “Fabre and Patent 


Stock No. 105—$4.95 
Brown —— and Patent 


rim 
650 Last—20/8 Chinese Cell Heel 
Shicca Construction 


47 WEST 34th STREET, NEW YORK CITY 
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LOOK FOR THE RED BALL MARK OF BETTER FOOTWEAR 


" RA 
WOMEN'S ARIEL CROQUET — a strikingly graceful and beautifully styled Ariel that has an especial 
appeal to women who like fine things. 





MEN’S ARIEL CLOG—ample protection on damp WOMEN’S ARIEL FOOTHOLD—a light, stylish toe MEN'S ARIEL SANDAL—at last a rubber that 
days.Very light. Fits snugly overspats. Doesnotgap. rubber that is easily the finest of its type. men really like. It fits a surprising number of lasts. 


Artes / 


EASY TO LOOK AT... . EASY TO WEAR ..... EASY TO SELL 


Three short phrases that explain how and why Ball-Band 
Ariels have revived and increased profits on rubbers for 
thousands of merchants and can do the same for you. 


Ariels are Easy to Look at. They are smartly 
designed, perfect fitting, expertly made. The satin finish 
has a soft lustre that is ideal for rainy day footwear. 


Ariels are Easy to Wear. They are unbelievably 
light, unlined; and ‘they stretch on or off almost without 
effort. A patented, non-tearing, concealed, elastic band 


around the top holds them snugly yet gently against the 
shoe. “You hardly feel them on your feet.” a 


And Ariels are Easy to Sell... for everyone knows 
it’s SENSIBLE to wear rubbers—and now Ariels make it 
SMART to wear rubbers. There are Ariel styles for men, 


women and children. 


The full story about Ariels is intensely interesting to 
every merchant who wants more profit from rubbers. A 
card will bring you complete information promptly. 


MISHAWAKA RUBBER AND WOOLEN MFG. CO. 


280 Water Street 


im 








L 


Mishawaka, Indiana 


BAND > 
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IN-STOCK 








TO RETAIL AT ®2 to #4 


34—Boys’ Black Elk, nailed, grain 
insole, oak a. nomark 
outsole. Sizes 1/6......+++++ o 

a in Little Gents’. Sizes 
OIIBYe cccccccccccccccce -$1.27% 


411—Same with cap toe, oak sole, 


ry am in aie Gents’. 


-50 
Sizes 


9—Black Elk, nailed, grain insole, 
oak leather, middle sole. Paracord 
outsole. Sizes 6/12 50 
8—Same_ with 
Sizes 6/12 

207—Natural color retan, nailed, 
grain insole, full double oak sole. 
Paracord top, leather heel and 
heel rim. Sizes 6/12...... $1.82'2 
20i—Same in Black retan, rubber 
heel, heel rim. Sizes 6/12. .$1.77'2 
o-oo with oak leather tap. 
BEAD <cccccccsncs eee ee $2.10 


tan elk uppers. 
1.50 


206—Black Elk, nailed, grain in- 
sole, extra weight composition sole 
and tap, rubber heel, iron heel rim. 
Sines 6/12 ....... deewae da’ $1.55 
2C0—Same with buckskin uppers, 
natural color .......+..-++-$1.424% 


405—Same in Boys’. Sizes 1/6 


$1.42'/2 

406—Same in Boys’ with Buck- 
skin uppers, natural color. Sizes 
QrPsseeccerrsecesccece 2 


220— Extra weight dark Elk, 
nailed, full vamp, all leather, 
extra heavy full length, oak mid- 
dle sole and Paracord outsole. 
Sizes 6/12 ..cccccccccceces $l. 


22i—Same in Black........$1.80 


92—Black Elk, nailed, composition 
diamond welt sole, Sizes 6/12 
$1.32 





200—Natural buckskin, nailed 
grain insole, extra weight composi- 
tion sole and tap, rubber heel, 
steel rim. Sizes 6/12....$1.42Y2 


206—Same with Black Elk upper, 
‘. 
406—Same in Boys, Sizes 1/6 


405—Same in Boys —_ Black me 
upper, Sizes 1/6.. - $1.42. 


1080—Black Elk. Goodyear welt, 
grain insole, caulk welt, Paracord 
sole. Sizes 6/12..........$1.82Y2 


1088 -—- Same in Tan Elk, full 
double oak Paolo, oak heel... .$2.10 


a with full double oak 
A ae rrr: $2.07'/2 


1158— Eskimo calf, arch seal 
quality, all leather Goodyear welt, 
leather lined vamp, heavy weight 
full double leather sole, leather 
heel. Sizes 6/14 ...... occccQae 


1152—Same in Brown Elk, cap toe, 
unlined vamp, rubber heel. Sizes 
6/12 . $2.65 


1153—Same in Black..... -. $2.65 


100—Black wax, nailed, composi- 
tion diamond welt sole. Sizes 66 oi? 


95—Same with Suntan Porat 
Sizes 6/12 . $t.17Y, 


eee eeeerees 2 


106—Black Elk, nailed, grain in- 
sole, double oak sole and heel. 
Biste C/ES c.ccccccvccccccs $1.75 


127—Same with cap toe, leather 
heel, Sizes 6/12......... $1.7242 


102—Same in yun. no - hog. 
ing. Sizes 6/12 $1. 


1935 
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WORK SHOES <= 


i TH T C N T KE IT 4d THE NATIONAL BOOT AND SHOE 
A A A | MANUFACTURERS ASSOCIATION 

i) IN CONTINUANCE OF MINIMUM 

WAGES. MAXIMUM HOURS. AND 
CHILD LABOR REGULATIONS. 
UNDER WHICH THE SHOE MANU- 
FACTURING INDUSTRY HAS BEEN 
OPERATING. OUR MERCHANDISE 


That's the first requirement for shoes of IS MANUFACTURED UNDER 
p y THESE CONDITIONS 
this type .... and Endicott-Johnson meets 


it completely with work shoes that stand 
up under heavy use and long wear. 














Specially selected, sturdy materials go into 
Endicott-Johnson work shoes, and every 
pair insures durability and comfort. 
They're exceptional values and give long, 
satisfactory service. 


Retailers find that this profitable line adds 
extra business and wins new friends. 
There's a style for every worker .... choose 
them from our complete IN-STOCK for 
immediate delivery. 


Se 


: iN D ICOT Ty, IN Y. NEWYORK CY 


2 ORNL CES NC Domes 
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Number Five of a series of thoughts entitled 






* 













fe 
9) ol 
Let's Face the Facts 
Ww 
The dollar doesn’t go far that ” 
buys shoddy se 
fa 
SI 

% This is one of many reasons why we have always stuck to the 

policy of making all-leather shoes. By doing this we can give our customers and our 
customers can give their customers the utmost in value. Quality is the biggest factor in p: 






value. Price seldom discloses the actual difference between two pairs of shoes. 











%& Star Brand shoes cannot be bought and sold successfully on a 
price basis. To put it differently, a buyer who is a “shopper” will not do much business 





with our company if he’s looking for the five, ten or fifteen cents a pair in price, but we will 






do business together if he is a buyer who gives first consideration to unvarying standards 






of quality and dependability and makes price a secondary feature. 







te Many times our Mr. Rand has said: “We make more poor 





shoes than we want to even while trying the hardest we can to make the best shoes we 





know how.” 







% The cheap and shoddy has no place in our business. “The 





dollar doesn’t go far that buys shoddy.” Quality is Economy’s best friend. 














“Star Brand Shoes Are Better” 








~~ ROBERTS, JOHNSONSRAND 


7 Granch of international Shoe Co. 
sho’ this book— 
IT WILL PAY You. ST. LOUIS MISSOURI 
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BLACK PATENT LEATHER 
IS YOUR NEXT PROMOTION 
FOR THE SEASON OF ELEGANCE 


You will discover a sudden need 
for sleek patent leather shoes. Obvi- 
ously, you want the quality patent leather 
for the many fashion-alert customers 
who will create the demand. n/t 


y 

. iNT LEA’ 

SETON’S is the PATENT! oa ge ASS 

: Uingy ~j) & PATENT KNOW 

Below, for your convenience and at your OES). 7 SRURNT LEATHER” , 
servi is a list of representative man orem, YyfD:S TALL FOR PAT 

Service, Pp emanu . aretan is KN AS THE SAPE: 


facturers who have shoes in-stock of PROMOTION SETON'S 13 4 
YY, SETON BLAWK WHITE 30L92 
SETON patent leather. UY ioig “ECE OR MOTION TUR WE 


LAIK WHITE COLORS SETON'S 
You’re safe in ordering SETON EEATHER IS YOUR NEXT PROMOTION 
as r FOR ITS QUALITY SETON 3LA3K WHI 
patent leather shoes! PATENT 1S YOUR EXT PROMOTION THE | 
PATENT BLATK WHITE TOLORS SETON'S 
PATENT LEATHER IS YOR NEXT PROMOTIY 
RENOWNED FOR ITS QUALITY SETON 3LA%K 
Wi SETON PATENT 1S YOUR Qf MeRomoTIon 7 
« “'S IS the PATE} 1 gy LO&S SETO, 
Known as the safest” con Tee Berar ae ie sie "4 4 anton one 
wArsST RENOWNED FOR [TS QUAL; ie aoK WHIT 
iA REPUTATION Suton parent 7/7 AMM 7 MMMBROMO ITO 
BATHER ) / / 1), S $! 
NED FOR ITs 
KNOWN AS 


st. Seow ) 

tne PATENT K?! 
Al C W> cents PATE, 
YOu (F W IDE 


ee ee VAT aT Are 


SET On PATI 





Manufacturers Patterns Retail Price Manufacturers Patterns Retail Price 


Julius Altschul, Inc. 13 $3 to $5.50 Johnson, Stephens & Shinkle 11 $5 to $8.50 

Boyd-Welsh, Inc. 1 - Geo. E. Keith Co. 3 $6.85—$8.50 

Colella & Leighton 2 $6.50 Krippendorf-Dittman Co. 

Curtis-Stephens-Embry 7 $3.50 & $4 Fred A. Mayer Shoe Co. 

Doerman Shoe Co. 10 $1.95, $2.45 Chas. Meis Shoe Mfg. Co. 
& $2.95 Milius Shoe Co. 

J. Edwards & Co. Morse & Molloy 

Green Shoe Mfg. Co. Plaut-Butler, Inc. 

Gregory & Read $5 & $6 Premier Shoe Co. 

Ideal Shoe Mfg. Co. $3.45—$4.00 The Selby Shoe Co. 

James Shoe Mfg. Co. $3.00 S. Waterbury & Son 

Johansen Bros. Shoe Co. $6.50 J. S. Zulick & Co. 





$5.00 

$3.50 to $4 
$4 & $5 
$4.00 

$6.00 

$10.50 
$6.50—$8.50 


NNWONeN BW = = 


a 











SETON LEATHER Cco., Black : White : Colored Patent NEWARK, NEW JERSEY 
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OVER lOO 
Stock Styles 






We have often been told that Florsheim 






understands the problems of the retailer 


better than any other shoe manufacturer. 






Whether or not this be true, we do 







is the 





believe that our “Stock’’ service 






most complete in the industry. In our 


more than 100 Stock Styles for Fall you 
will find oxfords, high shoes and boots—in In Stock: 


all types of models including French toes, _— 


THE Saxon, S-619; both in the 
popular brown Reversed Calf. 







racy customs, brogues, half brogues and 






conservative custom types—in all kinds of 







TO RETAIL AT 
leather including reversed calf, cordovan, $ 75 
MOST STYLES 
kid and kangaroo. We would welcome an Some Styles $1.0) 






inquiry from you regarding any phase of the 





Florsheim service. 


THE FLORSHEIM SHOE 


THE FLORSHEIM SHOE COMPANY @ Manufacturers @© CHICAGEO 
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